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AS ESSENTIAL AS A TYPEWRITER 


TRANSCOPY’ METEOR 


Here is a new photocopier that offers quality prints faster and easier than ever before possible. Anyone can copy 
anything 


typewriting, rubber stamps, signatures, pencil or ball point notes, drawings, photographs, newsprint... 
even colors reproduce in sharp clear black on white — and under any office lighting conditions. It’s called the Trans- 
copy Meteor and users claim it’s as essential as a typewriter. If you run a business or institution you should know 
all about it. ¢ Write for free literature! 


DIVISION O 


Remington Rand 


Faster! 1 ik a ae Room 1713, 315 Fourth Avenue, New York 10, N.Y. 
Please send me a free copy of folder P516 on the xcw TRANS- 
COPY METEOR. 
Name & Title _ 
Company 


Address___ 


City 
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“Most Dramatic 


Photos We've 
Ever Used... 
United Press 
International 


Did the Job!” 


“UPI did the job. Their local experts 
arrived in time to get some of the most 
dramatic photos we’ve ever used,” says 
Harold A. Post, advertising manager 
of C.I.T. Corporation. “Time was the 
big factor. The kind of picture we 
wanted could be taken only during 
one brief span of time. We were con- 
cerned because United Press Interna- 
tional had been contacted late. But 
they made it on time and their work 
was just what we wanted.” 

United Press International is proud 
of its success in servicing the needs of 
its growing list of clients. These clients regularly com- 
ment on how the UPI Commercial Photography Divi- 
sion has saved executive time and money by doing 
difficult assignments in distant places and doing 
them well. 

When used properly, creative photography and in- 
dustrial reporting stimulate sales, support new ideas, 
pin-point applications of products and ideas and pro- 
vide limitless references for all phases of promotional 
work. The recent assignment to report on the con- 
struction of the Moisant International Airport in New 
Orleans for C.1.T. Corporation and its advertising 
agency, Fuller & Smith & Ross, is a case in point. 


The UNITED PRESS INTERNATIONAL 
Commercial Photography Division knows no 
territorial limits in getting case histories and 
photographs, in black and white or color, 
for promotional or institutional use. We are 
ready to serve anywhere in the United States; in fact, any- 
where in the World. For complete information regarding 
your particular research problem, fill out the convenient 
coupon and mail it to us today! 





WEST COAST, San Mateo, Calif. 
113 25th Ave., Enterprise 1-0777 


CENTRAL STATES, Chicago, Iil. 
Tribune Tower, Rm. 636, Whitehall 4-4733 


ANOTHER 


UPI 


PICTORIAL 
RESEARCH 
». REPORT 


Moisant International Airport under construction in New Orleans, La. 
Contractor, B & G Crane Service. Equipment financing by C.1.T. Corporation. 


The photos and story were used in national ads, house 
organs and public relations media. 

Your UPI Pictorial Research project is presented 
to you in an illustrated and documented report of 
product or service usage and operational procedure. 
It will consist of a summary of findings compiled by 
a two-man team; a competent industrial reporter, and 
an experienced UPI photographer. The report will 
include a list of questions and answers, signed state- 
ments, photograph releases and expert photo- 
graphs—in duplicate. You use the reports at 
your discretion for the widest variety of 
promotional and advertising purposes. 


Roy Mehiman, Manager 
COMMERCIAL PHOTOGRAPHY DIVISION 


UNITED PRESS INTERNATIONAL 
461 Eighth Avenue, New York 1, New York 


Please send me complete information, including costs, about 
the services checked: 

C) Pictorial Research Reports [] Advertising and studio photography 
[] Photographic assignments [] Location and publicity photography 
CJ Color photography (J Industrial and Spot News Films 
Name 

Title 

Company 


Address AR 7-58 


NEW ENGLAND, Boston, Mass. 
42-46 Summer St., Liberty 2-2400 
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Do You Really Want the Business? 


Since the downturn in business activity developed, it has been assumed that 
every company would take full advantage of the results of its sales promotion 
and advertising activities,and would try a little harder than usual to cash 
in on inquiries. 

But it appears that the need for increased sales volume has not yet been 
realized by all of those who are expected to execute the procedures necessary 
to carry out marketing plans. For example, a report recently came to my atten- 
tion regarding the way in which a large group of leading companies responded 
to a request for catalogs from an important buyer in the industrial field. 

The report makes depressing reading for those who look to harder selling 
and promotion to take up the slack in volume, and to assure a speedy end to re- 
cession conditions. Most of the companies asked for their catalogs took weeks, 
rather than days, to supply the information, and, even worse, many of them 
failed to send the information asked for, supplying instead literature bearing 
on completely different subjects. A large number of those queried failed to 
Supply any information whatever! 

Poor sales follow-up was also noted in this report, and even though the 
buyer had suggested, "Don't call us, we'll call you," the source of the inquiry 
was so important that an alert salesman would have found a way to contact the 
prospect and see if additional information were needed or if the catalog sent 
had answered his questions regarding the product and its application to the 
user's needs. 

So much money is being spent for advertising and promotion to attract the 
interest of buyers that it is extremely discouraging to see how poorly in- 
quiries are followed up even today. One of the obvious ways to lick the re- 
cession in your own company is to check inquiry handling methods and make sure 
that each inquiry is treated as though it represented the greatest opportunity 
for business turned up in many moons. 

Not to do so is equivalent to throwing potential sales out the window. 
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Publisher 
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CUSTOM-MADE 


Outdoor 
Displays 


IN ANY QUANTITY 


We design and manufacture outdoor and indoor 
display signs made of paper, plastic or cloth... 
from your rough idea or finished art. Here are a 
few of the many types: 


BIG LETTER-BANNERS 


BESIETAIRISMDIAIYES MSTAILIE MM 


Give your message extra punch! Let us spell it 
out with big 13 x 19” heavy-duty cloth letters 
or numerals, and sew on ropes ready to put up. 
Regular or Day-Glo. Can be seen a block away! 


PANEL-PENNANTS 


Frame your banner with colorful flag pennants. 
Banner and pennants sewed together on ropes, 
ready to put up. 


POSTERS AND STREAMERS 


Let posters and streamers work 
for you on windows, walls, poles; 
in driveway and parking areas. 
We make them in paper, cloth 
or plastic . . . in any size, color 
or quantity. 


FLUORESCENT CUTOUT LETTERS 


Anyone can make a smart cus- 
tom-made sign in a jiffy with 
these neon-bright paper cut- 
out letters. Two sizes: 9” (in 5 
colors) and 20” (red). Any 
selection of letters and numer- 
als or complete sets. 


CLOTH BANNERS 


ee Ld 
PROTECTION! 


Use them over driveways or streets, in parking 
lots, or on building fronts. In bright fluorescent 
or regular colors. Made of heavy drill-cloth. 


PRINTED PENNANTS 
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Display your own trademark or message indoors 
or out on printed pennants... in plastic, paper 
or cloth. Sewed to rope or tape and ready to 
put up. 

Write for FREE CATALOG 


The Pratt Poster Co. 
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Report on SPEA... 


Still No Definition, 
But Sales Promotion 
Convention a Success 


We're still looking for that defini- 
tion of sales promotion, which we 
discussed in last month’s column. 
The officers of the Sales Promotion 
Executives Assn. were most helpful 
.. . but it’s pretty obvious that the 
industry has a long way to go before 
there’s any unanimity as to the ex- 
act dimensions of sales promotion. 

We had a couple of sessions with 
the officers of local SPEA chapters 
attending the association’s first na- 
tional convention. At one of the 
sessions, we asked each of the of- 
ficers to write down his definition 
of sales promotion. Each of the an- 
swers was completely different. 

All of us came to one conclusion, 
however. That is that the major dif- 
ference between advertising and 
sales promotion is that the advertis- 
er controls sales promotion activi- 
ties, while “outsiders” (publish- 
ers, broadcasters, etc.) control ad- 
vertising media. 


> We particularly liked the simple 
definition used by Prof. Frey in his 
convention speech (see page 25). 
He called sales promotion, “The De- 
partment of Enthusiasm.” 

If you wanted to see real en- 
thusiasm, you should have attended 
the SPEA convention. It wasn’t en- 
tirely the fact that this was the first 
convention of a new group, which 
certainly was responsible for some 
of the enthusiasm. 

At every one of the convention 
sessions (and AR covered them all), 
there was the kind of spirit you find 
when a group of men who are hon- 
estly interested in doing a bigger 
and better job get together. Sales 
promotion obviously is the type of 


Display typefaces in this issue 


Clipbook #10; 49—Clipbook #53; 


53—Tempo Heavy Condensed; 


endeavor that calls for a constant 
flow of new ideas and the SPEA 
conventioneers were there to refill 
their idea files. 

Ray Keck of Cities Service Oil 
Co., convention chairman, and Bob 
Cantor of Ronson Corp., program 
chairman, did a masterful job in 
putting together the kind of pro- 
gram that assured everyone of tak- 
ing home a wealth of valuable idea 
material. In over a decade of con- 
vention-going in the marketing 
area, we've never seen a program 
that provided so much usable ma- 
terial. 


> If we may drag out our crystal 
ball for a minute, we'd like to make 
this prediction: the Sales Promotion 
Executives Assn. is destined to be- 
come one of the most important or- 
ganizations in the entire marketing 
field. 

Right now, the association is rel- 
atively small. It has just over 700 
members, over 90°% of them be- 
longing to the nine chapters located 
in New York, Los Angeles, Pitts- 
burgh, Chicago, Detroit, Philadel- 
phia, San Francisco, Boston and 
Minneapolis-St. Paul. But the or- 
ganization is also very new. It was 
first organized in 1953 and the first 
chapter, New York, didn’t 
into being until late 1955. 

Membership is increasing steadily 
and by next year’s convention 
should easily pass the first thousand 
milestone. 


come 


>» Why a Sales Promotion Executives 
Assn. anyway? Aren’t there enough 
marketing associations already in 
operation? 

Good questions. We made a stab 
at answering them last month, but 
after participating in the SPEA 
convention, we’re more convinced 
than ever that there is definitely a 
need for another association. Here’s 
why: 


19, 25, 43, 44—Karnak Black Condensed; 28— 


58—Craw 


Clarendon; 63—Mandate; 73—-Rondo Bold; 79—Bodoni Campanile; 80C—Bodoni 
Light; 85—-Dom Casual; 89——Garamond Bold Italic; 95—-Tempo Heavy Condensed 
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® Sales promotion (regardless of 
how you decide to define it) has 
become an important and distinct 
ingredient in the marketing mix. It 
can no longer be considered just an 
“extra” to be added to an advertis- 
ing program. 


e The media included within sales 
promotion have become increasing- 
ly important during the past decade 
and will continue to grow in im- 
portance as the pace of modern mar- 
keting accelerates. 


© Most of the older advertising and 
sales associations are concentrating 
their efforts on the broad panorama 
of marketing, with the majority of 
activities several steps removed 
from the work-a-day problems 
which are of constant concern to 
sales promotion men. 


e By its very nature, effective sales 
promotion requires a steady influx 
of stimulating new ideas the 
things which can build enthusiasm 
within the sales force, distributors, 
dealers and, of course, the cus- 
tomers. SPEA can serve as a mech- 
anism which enables the sharing of 
ideas and techniques. 


e The growing importance of sales 
promotion requires education at 
three levels, a task which can best 
be fostered by an association: 


1. With sales promotion an ac- 
cepted ingredient within the mar- 
keting mix, management needs ed- 
ucation in what to expect (and not 
to expect) from sales promotion — 
and what type of personnel is re- 
quired for sales promotion. 


2. With a growing demand for sales 
promotion personnel, there is a need 
for more specialized training within 
institutions of higher education. 
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A Surprise Prize . . . TWA hostess Bon- 
nie Clark thumbs a ride from Don 
Hunter, the airline’s Los Angeles sales 
promotion manager, as he arrives home 
with the 1901 Oldsmobile he presented 
to himself as top door prize at the SPEA 
convention. 





* 
President & Friend Newly-elected 
SPEA president Dick Brown poses with 
starlet Greta Thyssen, voted ‘’The Girl 
SPEA Would Most Like to Promote in 
1958." 


3. But even more important as a 
role for SPEA is the vital need for 
knowledge of the many facets of 
sales promotion by those who have 
already been assigned to executive 
positions within this area. 


There are many other reasons 
why there is a real need for SPEA. 
But probably the most important 
“reason” of all is the fact that there 
are a lot of sales promotion men in 
this country who are eager to ex- 
change ideas and techniques with 
their contemporaries. 


> Convention sidelights . . . We've 
always expected it to happen soon- 
er or later, and it did at SPEA’s 
big banquet. Ex-showman Don 
Hunter, regional sales promotion 
manager of Trans World Airlines in 
Los Angeles, was the master of 
ceremonies and responsible for pre- 
senting the door prizes. Excitement 
was building as time drew near for 
the presentation of the top prize — 
a replica of the 1901 Oldsmobile, 
donated by Cities Service. 

The name was drawn. The or- 
chestra played a fanfare. Don Hun- 
ter prepared to read the winner’s 
name. Suddenly a pause of shock 
and embarrassment. Then Hunter 
read the name on the slip he had 
been handed, “Don Hunter!” 


@ SPEA is fortunate in having as 
its new president, Dick Brown, na- 
tional sales promotion manager, 
United States Plywood Corp. The 
first member-elected president of 
the association (previous presidents 
were selected by the board of di- 
rectors). 

President Brown has been one of 
the country’s leading spokesman for 
more effective sales promotion. 44 
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New Venus Regular with /ta/ic now completes famous Venus family. 


Available from stock: 
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Do you have 
your 1958 


DIRECT MAIL 
COLOR KIT 


If not — write at once — no obliga- 
tion — this information and selection 
of low cost, top quality, natural 
color direct mail materials is a must 
in planning your next advertising 


piece. ’ 


ROCKET 
YOUR ADVERTISING DOLLAR 
TO GREATER COVERAGE 


Cunteicheotor® 3-D 


“the finest in natural color’ 


ele M Tait tile, 
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@ economy 
@ effectiveness 
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Write at once for your FREE copy of our 1958 
Direct Mail Color Kit with samples and prices 
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READERS 


Don’t Bar Suppliers 


® Our work is with advertisers 
rather than agencies, so these com- 
ments on your May editorial con- 
cern the former. It appears that ad- 
vertisers maintain a “paper cur- 
tain” between themselves and their 
suppliers for these reasons: 


1. Archaic company policy prevents 
supplier cooperation. 


2. Executives hesitate to challenge 
such outdated policies. 


3. Company executives are apt to 
be too vain to admit that an “out- 
sider” can occasionally come up 
with a solution to a problem. 


4. They lack faith that an outsider 
will keep their plans confidential 
from a competitor. 


When we attempt to work with 
the advertising departments of our 
retail customers, to help increase 
their sales and profits—up goes the 
“paper curtain.” 

The advertising man who can be 
an expert on every product car- 
ried by retail stores today has yet 
to be born. In the housewares in- 
dustry alone, there are reported 
to be 100,000 different items. 

Creative salesmen who concen- 
trate on selling and merchandising 
the products of just one company 
can be of tremendous help. Despite 
cries of recession and competition 
of cheap Japanese ware, the growth 
success of our products is partially 
due to our developing complete ad- 
vertising and promotional programs 
to increase the sales and profits of 
our customers. 

So, Mr. Advertising Manager of 
retail organizations, take advantage 
of the services offered to you by 
your suppliers. You and your com- 
pany will be more than just satis- 
fied with the results. 

T. Daviy REZNIK 

Dir. of Sales, Natl. Accts., Stetson 

China Co., Lincoln, Ill. 


Standin’ Not Dashin’ 


® Your May issue arrived yester- 
day, and I read with amazement 
your article glorifying the Long Is- 
land Rail Road for its public rela- 
tions program. 

It’s somewhat premature, to say 


the least. I have asked a dozen 
friends who are commuters on the 
Long Island, and not one remem- 
bers ever hearing of or seeing 
“Dashin’ Dan, the commutin’ man.” 

There could hardly be any less 
fitting symbol for the Long Island 
than “Dashin’ Dan.” The typical 
Long Island commuter is a “Stand- 
in’ Man.” He stands in massed 
groups in the morning hoping to 
get a seat when his train arrives. 
Again at night, he stands in long 
lines two and three abreast waiting 
for his train with a similar hope. 
And once on the train, he stands al- 
most as often as not during the long, 
jerky ride to his job or home, with 
nothing to hang on to or brace him- 
self against. 

It will take more than “Dashin’ 
Dan” to help the Long Island win 
the good will of the public. Par- 
ticularly since few people ever dash 
for their Long Island train; they 
know that if they are that late they 
will never get a seat. 

ARTHUR LARKIN 

Creative Director, Wehner Ad- 

vertising Agency, Newark 


® Looks as though Dashin’ Dan is 
going to have to forego his dash for 
the train one of these days and dash 
for a_ tete-a-tete with commuter 
Larkin instead. Happily, commuters 
with Mr. Larkin’s opinion of the 
railroad seem to be a_ vanishing 
breed here on the Long Island. We 
hope the tribe never dies out com- 
pletely, however, for criticism, even 
when not entirely justified, is a 
mighty fine thing to keep us on our 
toes. 
JAMES A. SCHULTZ 
Dir. of Public Relations, The 
Long Island Rail Road, Jamaica, 
N.Y. 


(This looks like a promising set-to, 
but since it is a purely local affair, 
we'd prefer to cheer on both sides 


eos ee) 


Qualified Photographers 


® Congratulations on your Febru- 
ary article on advertising photog- 
raphy. This is one of the best con- 
crete steps toward a better under- 
standing and working relationship 
between advertising agencies and 
photographers that I have 
seen. 


ever 








BECKETT 


for brilliant COlOr reproductions... BRILLIANT 
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THE ANGELFISH 


The illustration on the face of this insert shows 
the colorful Queen Angelfish. There are several 
different species of angelfish. Generally they are 
characterized by patches of vivid color and large 
wing-like fins, from which they derive their name. 
They are medium-sized, robust fish, have small 
mouths and fine, brush-like teeth. Some varieties 
reach a length of four feet and certain species 
are delicious eating. The angelfish has become a 
symbol of Bermuda although it is found in coral 
reefs in West Indies waters and along the At- 
lantic Coast from Florida to Brazil. 


BECKETT 
BRILLIANT OPAQUE 


vis a titanium-filled, premium quality 


X ay stock, noted for its sparkling, clear 
ea whiteness and its singular freedom from show- | 
through. It is offered in five weights, is surface- i 
sized, and can be supplied in a wide | 
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THE BECKETT PAPER COMPANY 
MAKERS OF GOOD PAPER IN HAMILTON, OHIO, SINCE 1848 


This is BECKETT BRILLIANT OPAQUE, Coral finish, 80 Ib. 





You might be interested in learn- 
ing that the Commercial Division of 
the Professional Photographers 
Assn. of America has instituted a 
new program for qualifying its 
members in the performance of 
specific types of commercial photog- 
raphy. 

Under this program, members 
will submit four samples of work 
done in each classification, along 
with four customers served, equip- 
ment owned, and a business history. 
Those deemed qualified after re- 
view by a competent board will be 
listed accordingly in the PPA’s an- 
nual directory. 

We feel that this program is a 
forward step in making the direc- 
tory a reliable reference for those 
who seek professional photography 
in other areas. We hope to improve 
this program as it develops, and 
could be helped greatly by the co- 
operation of advertisers in reporting 
their experience, both good and bad, 
with out-of-town photographers. 

HARPER LEIPER 

Commercial Director, Prof. 

Photographers Assn. of America, 

Milwaukee 





For Association Men 


@ I have the assignment of search- 
ing out material to send to 500 of 
the nation’s leading industrial edi- 
tors. In your March 1958 issue, the 
Just Between Us letter entitled “Be 
an Active Association Man” is a 


ee 
Ly 


May we have your permission to 
reprint this letter, with proper cred- 
it, to be included in a special mail- 
ing to our members later in the 
year? 


The Unhidden Persuaders 


ALFRED J. KNIGHT 
Chairman, Special Mailings Com- 
mittee, American Assn. of Indus- 
trial Editors 


® Packaging 
29 Ways io measur 
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Tops in P.R. ® Displays 


Measuring Effectiveness of ; 
e I would like to take this oppor- ae ee ee eee 
tunity to thank you for publishing a 
fine magazine. I find it has more 
good information for public rela- 
tions work than most of the other 
magazines we receive here at Ba- 
hia-Mar. 

The article entitled “Getting Lo- 
cal Publicity in Local Markets” (AR, 
May) is one of the finest in the 
business. Keep up the good work. 

The advertising and p.r. field is 





| 
indeed fortunate in having a publi- | 
cation such as yours. | 
H. H. KInnairpD JR. | 

P.R. Director, Bahia-Mar Yacht- | 
ing Center, Fort Lauderdale, Fla. | 
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ta the Frisbee 
a/nvaate 


IDEA NO. 133 


Anyone for Frisbee? 


Newest game fad is ‘'Frisbee’’— 
sort of a cross between a “Flying 
Saucer” and old-fashioned boomer- 
ang. Just toss the vinyl plastic disc 
in the air, and it comes spinning 
back. Sounds like fun — and it 
sounded like an apropos convention 
give-away for the Jet Division 
of THOMPSON PRODUCTS, 
INC., of Cleveland! A. H. 
SCHWEITZER, Sales Mgr., com- 
missioned his agency, MELDRUM 
& FEWSMITH, to do a label de- 
scribing its tie-in with the “quiet, 
smooth-spinning, vibration-free 
action’’ of Thompson’s jet compo- 
nents. That’s it above — printed on 
KLEEN-STIK, of course — by 
FRED HENRY of COPE, INC., 
Cleveland. Magical, moistureless 
KLEEN-STIK goes on easy, st icks 


tight on the soft plastic, comes off 


clean — perfect for the purpose! 


OUT ar] 


P.O.P. ideas 
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IDEA NO. 134 


Labeling furniture in dealers’ show- 
rooms poses problems, says 
EDWARD STERN, Adv. Mgr. for 
FUTORIAN-STRATFORD, Chi- 
cago manufacturer. You can “‘pin- 
ticket”’ fabric pieces, f’rexample — 
but what to do on slick leather and 
leather-like plastics? TOM CUN- 
NINGHAM, of KNOX PRINT- 
ING CORP., Chicago, had the 
answer: you design this attractive 
“pitch panel’’, print it letterpress 
on new “Facil-Fab’’ synthetic, and 
back it with a strip of peel-an’- 
ywress KLEEN-STIK! Self-sticking 
<leen-Stik holds neat and trim... 
no “‘puckering”’ or “‘popping off”’. 


Furniture or Frishbees—any prod- 
uctcan be promoted better with 


P.O. P. displays and labels of 


moistureless, miracle KLEEN- 
STIK! Send for free idea-packed 
book, “10L Stik-Triks with 
Kleen-Stik”. 


S- S-M S“M S"M S*M S"M S"M S"M SH S"M SH SH S$“ S" S"» 


MU BNC rare 


Pioneers in Pressure-Sensitives 


Tae ha ad ee 


7300 W. Wilson Ave. ® Chicago 31, Ill. 
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Now is the time to send your problem solutions in. 


OU 
I SOLVED IT 


We've 


been working our way through our backlog and new entrants 
will see the light of print with little delay. So sit down today, 
and tell us, in 200 words or less, about your solution to a 
work-a-day problem. We'll pay $10 for each item published. 
Send it to Editor, ADVERTISING REQUIREMENTS, 200 E. Illinois 
St., Chicago 11. No material will be returned unless accom- 
panied by a specific request and return postage. 


Starts Art Morgue 
For Future Use 


In doing paste-up work, I gen- 
erally take old newspapers, mag- 
azines, weeklies, etc. and use them 
as a basis for spreading rubber ce- 
ment on the back of pieces of art, 
type, etc. 

While cutting these papers in the 
right sizes, I very often run across 
interesting pieces of 
illustrations, line 
etc. 

It's a simple matter to file these 
away for future use and the couple 
of seconds I use saves me hours at 
other times by giving me a variety 
of subject material handy for quick 
reference and usage. 

Hope this thought will help 
others. 


work 
cartoons, 


layout 
work, 


Louis C. CATALANO 
Art Director, Channel 12, 
KONO-TV, San Antonio, Tex. 


Hand-Made Place Cards 
Save Day For Chairman 


When our overwrought chairman 
for a large company dinner forgot 
to order place cards for the speak- 
ers’ table, our problem was where 
to get 10 better-than-ordinary 
place cards in a great big hurry! 

Racing Father Time, I fabricated 
a “pilot” replica of the company’s 
40-year service pin which was a 
jeweled, gold, miniature of our 
company trademark. 

Using pliers and rubber pad, I 
hand-embossed the trademark onto 
gold foil papers. This, centered be- 
hind a cut-out space on white 
stock, resembled a _ thrice-enlarged 
service pin. The “jewels” were red 
(for rubies) and silver (for dia- 
monds) paper foil discs from our 
paper punch. We _ produced the 
crinkled effect we needed for the 
jewel facets by pressing the discs 
down with a blunt pencil point into 


a soft surface. Next, a draftsman 
machine-lettered names and_ I 
mounted each one against a green 
paper foil textured with a knurled 
knob rolled over the foil. This was 
cemented below the replica of the 
award pin. 

This “pilot” sample looked so 
good we quickly set up an im- 
promptu production line of en- 
thusiastic office girls, made compo- 
nents and assembled the necessary 
nine more. 

Our only sacrifices were the 
chewed-up wood backing on elec- 
tro (from pliers) and one set of 
nerves. 

They were a small price to pay, 
however, for the results gained 
which included an amazed, pleased 
group at the speakers’ table, lavish 
praise from the grateful chairman, 
and the feeling of an impossible job 
done well. 


H. L. MAYHER Jr. 
Cleveland, O. 


Finds Shortcut System 
In Preparing Booklets 


Realizing that all of us today need 
short cuts in our work, I would 
like to submit the following system 
for cutting down the work of pre- 
paring booklets. 


1. Assemble the number of pages 
necessary for the booklet. 

2. On the outside front cover, 
draw your page margins as shown 
on the sample attached. 

3. At the points of intersection, in- 
sert a pin through the booklet. On 
the following pages of the booklet, 
the pin holes indicate points of in- 
tersection. It is then a simple mat- 
ter to draw lines for the margins. 


You'll find that your margins are 
true, and that this will save a lot 
of time in preparing dummies. 

Jess WILLOUGHBY 

Editor, Salt & Pep, The Carey 

Salt Co., Hutchinson, Kan. 
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Oct. 1-6 
National Lath 
sponsored by 
Intl. Assn., 711 


ton 5 
Oct. 1-31 
Cheese Festival . . . sponsored by 


can Dairy Assn., 20 N. Wacker 


Chicago 6 


and Plaster Week 
Contracting Plasterers’ 


4th St... NW, Washing- 


Ameri- 
Drive, 


National High Fidelity 
sponsored by Diamond 
c/o Walco, 60 Franklin 
N.J. 


Lets Go Hunting . . sponsored by 
The Sporting Goods Dealer, 2018 Wash- 
ington Av., St. Louis 3 
Restaurant Month 
Natl. Restaurant 
Av.. Chicago 3 
Rice Harvest Festival . . 
Rice Consumer Service 
Realty Bldg.. 
National Science Youth 
sponsored by Science 
St.. NW, Washington 6 
Oct. 4 
Vational newspaper boy Day . spon- 
sored by Intl. Circulation Managers 
Assn., 403 Interurban Bldg., Dallas, Tex. 
Oct. 5-11 
National Employ the Physically 
capped u eek e sponsored by 
can Federation of the Physically 
capped, 1370 National 
Washington 4 
National Letter Writing Week . . . 
sponsored by Paper Stationery and Tab- 
let Mfrs. Assn. Inc., 444 Madison Av., 
New York 22 
Fire Prevention 
Proclamation }. 


Vonth 
Needle 
St. =. 


Council, 
Orange, 


sponsored by 
Assn., 8 S. Michigan 


. sponsored by 
Inc.. 10th Floor 
Ky. 

Vonth 


Service, 


Louisville 2, 


1719 N 


Handi- 
Ameri- 
Handi- 

Bldg... 


Press 


Week (Presidential 
Vational Pharmacy H eek 

by American Pharmaceutical 
Constitution Av., Washington 


Oct. 6-7-8 
Vational Better Living 
sored by McCall's. 230 
York 17 


Oct. 6-12 
International Pizza VE eek . Sponsored 
by Intl. Pizza Club. P.O. Box 213, New 
York 1 

Oct. 11-18 
National Wine 
Wine — Institute 
Board, 717 


Oct. 12 
Columbus 
lamation). 


sponsored 
Assn... 2215 


eek . . 
Park Av., 


spon 


New 


Week 
and 


Market St.. 


c sponsored hy 
Wine 


San 


Ady ISOry 
Francisco 3 


Day 


(Presidential Proc- 


National 
Citizens Day 


Day 
. . sponsored by Grand- 
parents Assn: Natl. Grandmother and 
Grandfather of the Year Ine.:; Natl. 
Grandaddys’ Club: Grandmothers’ Club 
of Chicago Inc., 2511 N. Clark St.. Chi 
cago 14 


Oct. 12-18 
Save The Horse Week 
Denver Post. P.O. Box 


Grandparents Senior 


. Sponsored hy 
1709, Denver. 


Oil Progress Week . . . sponsored by Oil 
Information Committee, 50 W. 50th St., 
New York 20 

Certified Washable Week . . 
by American Institute of 
Joliet, Hl. 

Oct. 14-19 
Anti-Freeze Week (Middle States) : 
sponsored by Zerone & Zerex Anti- 
Freezes of the du Pont de Nemours Co., 
Wilmington 98 

Oct. 15-Nov. 15 
Clean Oil Month 
Fram Corp., Providence 16 

Oct. 15-Nov. 30 
Gift Cheese Shopper's Time 
sored by American Dairy 
Wacker Drive, Chicago 6 
Kraut, Pork ’n Apple Dinner Season... 
sponsored by Natl. Kraut Packers Assn., 
202 S. Marion St., Oak Park, III. 

Oct. 15-Dec. 24 
Dessert Festival . . 
ican Bakers 
Chicago 6 

Oct. 16 
International Credit Union Day ; 
sponsored by Credit Union Natl. Assn., 
Madison 1, Wis. 

Oct. 16-25 
National Macaroni 
by Natl. 
Ashland 

Oct. 18 
Sweetest Day 
ciated Retail Confectioners of the 
The Natl. Committee for Promotion of 
Sweetest Day Inc., 221 N. LaSalle St., 
Chicago 1 

Oct. 19-25 
National Thrift Week . . . sponsored by 
Natl. Thrift Committee, 121 W. Wacker 
Drive, Chicago 1 
Cleaner Air VW eek . sponsored by Air 
Pollution Control Assn., 2901 
Central Bldg., Cincinnati 2 
Pass The Laugh Week 
by Natl. Assn. of Gagwriters and 
edy World Publishing Co.. Box 
Grand Central Station, New York 17 

Oct. 19-26 
United Vations K eek sponsored by 
American Assn. for the United Nations, 
345 E. 46th St.. New York 

Oct. 20 
Father-in-Law Day sponsored by 
Natl. Assn. of Gagwriters and Comedy 
World Publishing Co.. Box 835, Grand 
Central Station, New York 17 

Oct. 20-27 
Vational Donut 


Natl. Donut 
Nevins Ine., 


‘ sponsored 
Laundering, 


sponsored by 


spon- 


Assn., 20 N. 


A mer- 
Drive, 


° sponsored by 


Assn., 20 N. Wacker 


H eek ° sponsored 
Macaroni Institute, 139 N. 
Av., Palatine, Ill. 


Asso- 


U.S... 


sponsored by 


Union 


sponsored 
C.om- 


2oC 
385 


Wt eek 
Week 
152 W. 


sponsored by 
Bert 
York 


Committee, c/o 
tnd St.. New 
36 

Oct. 23-Nov. 1! 

National {pple K eek ers sponsored hy 
Natl. Apple Week Assn. Ine., 1302 18th 
St.. NW. Washington 6 


Oct. 26-Nov. 1 
Vational Popcorn Week 
by the Popcorn Institute, 332 S. 
igan Av., Chicago 4 
Vational Pretzel Week . . 
Natl. Pretzel Bakers 


Lane Farm, Star 


Oct. 28-Nov. 2 
Anti-Freeze Week (Deep 
sponsored by Zerone & 
Freezes of the du Pont de 
Wilmington 98 


sponsored 


Mich- 


i sponsored by 
Institute, 
Route, 


Cherry 
Pottstown, Pa. 


South) ; 
Zerex Anti 
Nemours Co.. 


Vational Honey VW eek 
American Honey Institute 
roll St... Madison 3. Wis. 


Oct. 31 
Halloween 


sponsored hy 


114 N. Car 


(All 


Saints Day) 


Qe 


Line other binder jobs, your own 
may call for new materials and 
methods, or a new application of 
loose-leaf or indexing principles— 
possibly even an invention. Heinn’s 
creative people often come through 
with a special product so different 
that “invention” is the only word 
you can apply. 


Your request brings a practical 
idea from the Heinn man in your 
area; your tentative okay starts 
experimenting and speculative 
work. Customer testimonials prove 
the end results — increased sales, 
better trade relations, greater oper- 
ating efficiency. 


Whatever your need in custom 
binders, Heinn’s creative approach 
will please you much more than a 
“price” offer ever could! 


Two binders in a ‘‘family”’ 
of five made for one company. 


Copyright 1958, 
by The Heinn Company, Milwaukee 


Clip and mail this coupon: 


THE HEINN COMPANY, 30€ W. Florida St., Milwaukee 4, W 


We are listing quontities of items on which wed like complete informat 


Salesmen's Cotalog Binders 
) Sen acts ovr F 
Desler Cotalog Binders 4 Facts of You 
s Heinn's new book 


Manvol Covers the cotalog planner 


(Sales, Service, Ports) 
Price Books 
olorif 


our 
tive 
« Indexes 


is. 


on 


qe" 


let 











The following reprints of feature articles which have appeared in ADVERTIS- 
ING REQUIREMENTS are available at 25¢ each, except where another price is 
listed. Special prices are available for quantity orders. Please order by num- 
ber, enclosing payment for all orders for $2 or less. Send your order to 
Reprint Editor, Advertising Requirements, 200 East Illinois St., Chicago 11, Ill. 
A complete list appeared in AR for June. 


New This Month 


254 Peek-a-Boo Envelopes Can Sell 


253 How to Merchandise ROP Color — by Mark Cox 


Art 


241 How a Cartoon Character Sparks a o Compete — by Treadwell D. Covington 
aign for a dairy is based on an imaginary figure 


236 A Code of Ethics for Art 


Audio-Visuals 


303 A Basic Guide to Business Films 


: ' 1g. prod Jictribution of n 


224 The Art of Communication — by Richard A. Neumann (50e)_ 


fou ¢ es teach 7 , J uses of 
177 The Use of Tape Recorders in Advertising - — by Ht. ae Bullen (50) 
a! art ertising uses for tape recorders ar Ww select a tape recorder 
145 Audio- Visuals Don’ t Have to eu a Lot of ae to Be Effective 
Reardon Co. p J wn prize-winning filmstrip and saved r 


Dealer Programs 
174 How Carter Merchandises Its Maps — by Vin A. Corwi 


How pany gets de to put its n 
159 Simplicity . . . Sheaffer's Key for Efficiency in ‘Samedi Ad Mat Gudere —— - ‘D. A. 
Reed 
Pen manufacturer's effective method for handling ad mat orders from dealer 
142 How to Make One Promotional Boller Do the Work of Ten ae - by a. v- Boom 
4 1 es ge r 7 f at e adv ert 
140 Pabco Sells Color with a Guontieaned Campaign 
How a variety Ww ling paint and building materials 
129 Repetition Plus Quality Materials Add Up to an Suttandion Campaign — by Herbert 
Eaker 
tory of vert ng campaign for Cory air naitioner 
117 Everyone Gets In on the Act with lady Stratford. a . Herbert Baker 
paig de 1 to get a t t n se 1g Ginnerware 


111 RCA Builds Dealer Prestige - ae vs Ker! Kirchhofer 


} program built around a Dealer Identification P 


Miscellaneous 
301 A Basic Guide for Paper Buyers 


The Best of AR te what the adman must know about paper 
218 Ten Rules for Believable Testimonials 
How to get the rm t alue from a personal endorsement of ir or 
210 How Agencies Work Together — by James Robertson 
The background of a suc f campaign that required detailed 
208 Emblems — by Robert M. Marks 
A practical guide to the development of an emblem identifi 
202 How I Solved It ($1) 
4-page book containing over t How I Solved It’’ items from AR reader 
201 Advertising Copyrights — by Robert J. So ($1) 
Copyright protection for arar 
165 Bankers Are People, too — by Jeff Thomson 
How a bank extend dvert 


151 Color in Advertising — by Faber Birren 


Motion Pictures 
198 Less Than Ic Per Impression — by dred Wetter 


The story bet tive t ir e produced by Wabash Railroad 
113 Three Dimensional Business Movies etic a Reality - — sf Dick Hodgson 


Production highlights of a color and sound movie produced with Bolex 3-D systen 


Publicity & Promotion 
232 The Story of the Influential — by Peter E. Schruth 


A Saturday Evening Post executive takes you inside one of the year’s major promot ; 119 
226 School For Home Buyers — by Stanley E. Cohen 
How a national association worked out a plan for a public service progran 
221 Make the Most of Your Star — by Don Young 
How Wil + & Co. gets promotional value from the tour of it prog tar 
199 Merchandising Publicity — by Ravete B. Rotman 
ase tory of publicity program which drew extra dividends through effective merchand 


194 Chiquita Seas Goes to School — by Clarence W. Moore 
How United Fruit Co.’s story gets to teachers and student 
185 How to Handle Relations With Radio, Television & Newsreels — by William G. Cox 
A quide to an effective publicity program for audio and visual media 
183 Planned Personalized Promotion — by Haviland F. Reves 
How a Detroit restaurant personalized its promotion 
173 How to Prepare a Modern Annual Report — oy Herbert C. Rosenthal 
some realistic gu > for the preparation of effective annual report 
158 Elsie . .. Borden's Living Trademark — by Ted Sanchagrin 
What Borden's cow accomplishes by touring the country 
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Visual Presentations 





Sponsored by the National Visual Pres- 
entation Assn., Box 14, Old Chelsea Sta- 
tion, New York. Covers six categories: 
educational public relations, employe re- 
lations, sales training, sales promotion, 
employe training and point-of-sale. Cate- 
gory groups to consist of films, slide 
films and graphic. Each group will be 
judged separately, all art, art and 
photography, or photography alone. 
Closes Aug. 15, 1958 


Retail Packaging 


Sponsored by Variety Store Merchan- 
diser, 419 Fourth Av., New York 16. 
Covers any package, new or old, sold in 
any variety chain during the past year. 
Entries are judged in eight classifica- 
tions including cosmetics and _ toilet 
goods, toys and games, household and 
housewares, hardware, paint and_ elec- 
trics, notions and related lines, soft lines 
and ready-to-wear, stationery, miscella- 
neous (novelties, holiday lines, edibles, 
etc.) “Best package of the year” re- 
ceives bronze plaque. 

Closes Aug. 31, 1958 


P.1.A. Self-Advertising Awards 


Sponsored by Printing Industry — of 
{merica Inc., 5728 Connecticut Av., 
Washington 15: Miller Printing Ma- 
chinery Co., 1117 Reedsdale St., Pitts- 
burgh 33. Open to self-advertising com- 
pleted during the period from Sept. 13, 
1957 to Sept. 12, 1958. Entries accepted 
from all letterpress, lithographic, gra- 
vure, silk sereen and allied process 
printers in the U.S., Canada, and the 
Hawaiian Islands, whether members of 
the P.LA. or not. Campaigns con- 
sisting of three or more pieces will 
be judged on the basis of plan, con- 
tinuity, idea, copy, design, quality to re- 
production and results. Individual speci- 
mens will be judged for idea, design, 
copy and quality of reproduction. All 
entries become the property of Miller 
Printing Machinery Co. Awards will in- 
clude three $1,000 cash prizes and nine 
Benjamin Franklin Statuettes. Prizes 
will be awarded in three divisions, ac- 
cording to size of company, and_ for 
both sustained ad campaigns and _indi- 
vidual specimens. 

Closes Sept 12, 1958 


hoy’ 


7 
It was nothing, really—but may |! 
have a copy for my rec room? 
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SPECIAL FEATURES 

































How Basketball Built a Company Name—W. F. Walker— How the Long Island Rail Road Builds Good Will—Bert Enos 


Jan., p. 19 —May, p. 23 

World Series Provides Promotion Opportunities in Milwau- @ Who Owns Your Trademark?—Albert Woodruff Gray- 
kee— Benn Ollman—Jan., p. 2] May. p. 53 

_— Hit Your P. R. Target—Frederick Brownell—Feb., p Ad Campaign Alters Public Attitude—John E. Kleinhenz— 

May, p. 64 

Give Your Release a Fighting Chance—N. N. Goodman— The Campaign that Cleaned Up New York—Ted Sanchagrin 
Feb., p. 21 June, p. 2] 

When You Have to Write a Speech—Louis V. Marsh—Mar., How P. R. Helped a Motel Sell Rooms—Mary K. Harvey 
D.. ZI June, p. 24 

How the French use Races for Promotion—Maurice Bensous- Beacon Feeds Reach New High—TJune, p. 30 


san—Apr., p. 27 
WB Getting Publicity in Local Markets—Joseph Field—May, p 
21 


ART & PHOTOGRAPHY 






Photo-Art Gives Ads a New Look—Jan., p. 59 Free Lancer, Come Back—Edwin H. White—Apr., p. 89 
i How to Get Line Art from Photographs—Jan., p. 60 Try a Cartoophoto—William B. Blankenburg—Apr., p. 96 


Drake’s Posters Sell Drake’s Cakes—P. K. Thomajan—Jan § The Three Keys to Better Color Photography—Egon Berka 
p. 63 —May, p. 59 

R) @ A Basic Guide for Better Advertising Photos—Feb., p. 33 Art/Production for Television—Dolph Franklin—May, p. 65 

25 Years of Advertising Art—Robert B. Konikow—Feb., p. 44 Annual Round-Up of Award Winning Advertising Art 

How to Get Good Food Photographs—Dolph Franklin—Mar., Robert B. Konikow—June, p. 84 


AUDIO & VISUAL AIDS 





Closed Circuit Television—Morris A. Mayers & Rodney D Willys’ Weekend Film—J. Murray Powers—Apr., p. 113 
Chipp—Part I, Jan., p. 77; Part II, Feb., p. 55; Part III @ How to Stage a Meeting—George Huntington—May, p. 27 


Mar., p. 61 How to Use Closed Circuit TV Effectively—Fred Roll—June, 
®) @ A Basic Guide to Business Films—Mar., p. 33 p. 44 
Standard Oil Makes a Film—Mar., p. 44 How Coopers Uses Film—June, p. 105 


DIRECT ADVERTISING 

















External House Organs: Tremendous Trifles, An Agency’s House Organ—Don 

How External Publications Work—Robert B. Konikow Sauers—June, p. 66 

Jan., p. 24 How Shell Dealers Use Direct Mail—John Perkins—Mar., p 
300,000 House Organs for U. S. Gypsum Every Day 87 

Feb., p. 28 Seagram's Direct Mail Celebration—Ted Sanchagrin—Mar., 
@ Selecting a Format for External Publications—Dick p. 90 

Hodgson—Mar., p. 49 R) §@ A Basic Guide to Direct Mail—Apr., p. 4! 
Little, But Effective — The Story of Telebriefs—Apr., A Silver Colonel on a Silver Anniversary—May, p. 69 

51 How to Use Gimmicks in Direct Mail—Al Robertson—May, 1 
What External Publications Look Like—Russell Shank 71 

May, p. 73 Automated Catalog Control More than Pays for Itself—Phi! 


How to Sell Creativity with External Publications—June Hirsch—June, p. 72 












LAYOUT & TYPOGRAPHY 





A. Raymond 


Hop- 








Is Modern Typography Really Modern? Using Handlettered Letterheads—Robert Foster—Apr., p. 105 


per—Jan., p. 65 R) BA Portfolio of Typefaces for Admen—May, p. 33 
8 How to Mix Typefaces Successfully—Klaus Schmidt—Feb Meet the National Board on Type Faces—May, p. 45 
p. 65 Effects with Type—G. H. Petty—June, p. 27 


\ Selecting a Format for External Publications—Dick Hoda- 
son—Mar., p. 49 


PACKAGING & LABELING 












In Packaging, Don’t Do It Yourself—George Reiner—Jan., p Tapes that Sell—Apr., p. 98 

9] § How Tags Help Sell Clothes—May, p. 97 
How Package Design Set the Pace for a Dairy—Allen Som- R) BA Basic Guide to Packaging—June, p. 33 

mers—Feb., p. 61 Two Measures of Package Redesign—Myron J. Heligott 
Packaging, the New Dimension in Advertising—Gustav L June, p. 4] 

Nordstrom—Mar., p. 55 . .. continued on page 15 
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for the best impression...every time 


ATLANTIC BOND is the superior, genuinely 
watermarked sulphite bond that reproduces EASTERN 
better and looks sharper and clearer. 


ATLANTIC BOND means smoother running, too, 
because it has correct bulk and rigidity. And, 
it 1s moisture-controlled for dimensional sta- 
bility ... assures more accurate register on 
every run...less time and effort on re-runs. 


Your Franchised EASTERN Merchant will send 
you, on request, a free packet sampling Clean 
White and six eye-appealing colors. 


2 (e208 4) ele a ia la) 
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Atiantic Papers 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE * MANUFACTURERS OF FINE BUSINESS PAPERS AND PUROCELL® PULP 
MILLS AT BANGOR AND LINCOLN, MAINE * SALES OFFICES: NEW YORK, BOSTON, CHICAGO AND ATLANTA 





PREMIUMS, PRIZES & SPECIALTIES 


Names Can Move Merchandise—Henry G. Saperstein 
p. 85 


How a Bank Uses Advertising Specialties—Bette Macon— 


Jan., p. 88 
How Are Your Premiums Handled?—Phil Seitz—Feb., p. 23 


How a Specialty Broke a Sales Jam—William E. Shepherd— 


Feb., p 
The Knife that Made a Difference—Mar., p. 97 


Talking Parakeets Up Appliance Sales—Betty Aulenbach— 


Mar., p. 100 


R) § The Basic Premiums—John M. Davidson—Apr., p. 81 


PRINTING, PAPER & PLATEMAKING 


® A Basic Guide for Paper Buyers—Jan., p. 33 

R) The Advantages of Letterpress—Jan., p. 49 

R)The Advantages of Offset—Henry C. Latimer—Jan., p. 54 

R) Peek-a-Boo Envelopes Can Sell—Feb., p. 7] 

Photography Adds Flexibility to Screen Process Printing- 
Feb., p. 74 

@ Printed Calculators: A Basic Selling Tool—Robert B. Koni- 
kow—Mar., p. 65 


How to Buy Graphic Arts Materials—Donald Davis—Mar., r 


RADIO & TV PRODUCTION 


How to Give Your Product Away on Radio & TV—Will 
E. Becker—Jan., p. 83 

From Idea to Film in Just Seven Days—Feb., p. 50 

Pond’s Goes to Paris for TV Films—Maurice Bensoussan- 
Mar., p. 59 


SHOWS & EXHIBITS 


Exhibiting the Satellite—Jan., p. 30 

Planning Your Next Open House—Feb., p. 89 

How ne Exhibits Build Good Will—Mildred Weiler 
Mar., p 

The AR Po en of Exhibit Ideas—Mar., p. 28 

Kimberly-Clark’s Sales Promotion Center—Economy i: 
Promotion—Robert B. Konikow—Apr, p. 61 


SIGNS & DISPLAYS 


Hawaiian Punch Sells the Grocer—Phil Seitz—Jan 

Product Display is an Art—David Nowinson—Feb 

Designing a Versatile Store Display Unit—Feb., r 

The Journeys of a Robot—Melvin N. Poretz—Mar 

A Painted Bulletin Goes Up—Mar., p. 84 

R)What's in the Future for Point-of-Purchase?—Les G 
her—Apr., p. 31 


Jan., 


How Norge Automated a Sales Contest—James Ruff—Apr 


p 

A Label to Boost a Contest—W. R. Hemrich—May, p. 58 

The Contest with a Mind of its Own—Ted Sanchagrin—May, 
p. 91 

@ How to Use Trophies—S. Harold Labow—May, p. 93 

Super-Spoofs Build Super Sales—James Joseph— Sins p. 104 

@ How to Pick a Prize—S. Jay Reiner—June, p. 95 

Better Premiums Tempt Buyers—June, p. 97 

Ad Specialty Men Offer New Items—Bette Macon 


The Advances of Letterpress—Apr., p. 67 

® How to Merchandise ROP Color—Mark Cox—Apr., p. 7! 

Inserts Gain 3-D Impact through Embossing—Ted Sancha- 
grin—Apr., p. 76 

Separating Colors by Electronics—May, p. 80 

Gaining Economy in Inserts—May, p. 8] 

The Battle of the Viewing Box—William P. Way—June, p. 7: 

How LNA Prize Winners Solved Problems—June, p. 80 


Home Made Rickshaw Promotes TV Program 
—Mar Pp 64 

How Agencies Use Video Tape—Tom Herbert 

Art/Production for Television—Dolph Franklin—Ma 

How to Use Closed Circuit TV Effectively—Fred 

p. 44 


How to Run Your Own Trade Show— Aller 
p. 88A 
Do-It-Yourself Registration at a Trade Show 
Scherer—May, p. 90 
How to Put Sell on Wheels—]. George Breitling 
A Robot Sells Appliances—Mildrew W 


The AR Album of Point-of-Purchase — 
i How Tags Help Sell Clothes—May 

British Bank Signs—May, p. 102 

Dayton’s Versatile Signs—June, p. 49 

Color and Motion at the POPAI Show 


A Basic Guide for Paper Buyers—Jon. 5 


i§ A Basic Guide for Advertising Photos 


i A Basic Guide to Business Films—Mar 


W A Basic Guide to Direct Mail 


WA Portfolio of Typefaces for Admen M 
W A Basic Guide to Packaging 


e 99 
All 
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e,e 
versatill 
) ) 
is the “keynote” of Silk 
Screen Process Printing 


CONSULT YOUR SCREEN PROCESS 
PRINTER WHENEVER YOU NEED: 


Price changes on Point-of-pyrchase 
material 

Dealer imprints and all types of local- 
ized tie-in copy and illustrations on 
24-sheets, posters, displays, over-wire 
hangers, etc. 

Split run tests on the effectiveness of 
Point-of-purchase material and 
advertisements 


Packaging tests 


The amazing versatility of Screen Proc- 
ess printing can do all these jobs for 
you quickly and effectively with a mini- 
mum of production make-ready. 

Why not mention NAZ-DAR Fast- 
Dry Screen Process Colors on your 
next order for Screen Process printing. 
Kither NAZ-DAR J-D Series Ultra Fast- 
Dry Flat Finish Ink or 7500 Series Fast- 
Dry Gloss Ink will deliver colorful 
trip-hammer sales impact! 


Write today for two J-D Series and two 
7500 Series Color Cards. Keep one of eae h 
at your desk and send the others to your 
silk screen printer, Yow ll have a handy 
color reference guide. 


Consult your Silk 
Screen Printer for help- 
ful P-O-P suggestions 


The NAZ-DAR Company 
461 Milwaukee Avenue 
Chicago 10, Illinois 
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© Problems of Design, by George 
Nelson, Whitney Publications, New 
York, 205 pages, $10 . . . If there 
were any question of the impor- 
tance of George Nelson in the de- 
sign field, this book, a collection of 
magazine articles and speeches, 
would dispel it. Whether he is writ- 
ing on the role of the designer, on 
architecture, art or interiors, he 
writes well, provocatively and orig- 
inally. The book suffers somewhat 
from under-editing, with virtually 
identical paragraphs appearing in 
more than one section of the book, 
but each article, since it was written 
as a separate entity, is a unit. 

The design of the book itself is 
puzzling. Various stocks are used, 
which helps to separate the chap- 
ters, and permits a dull stock for 
text with a glossy surface where 
required for the photographs. Use 
of a 234” column permits variety, 
with single and double columned 
pages as needed, but the virtual eli- 
mination of top and bottom margin 
is, to this reviewer, both disturbing 
and non-functional. 


@ Lighting for Color Appraisal in 
Graphic Arts, issued by the Re- 
search and Engineering Council of 
the Graphic Arts Industry, in co- 
operation with the _ Illuminating 
Engineering Society, 11 pages, $1 
. . . Since much of the appearance 
of color depends upon the light in 
which it is viewed, it is important 
that all branches of the graphic arts 
industry agree on proper lighting 
standards. This report is a step in 
that direction. It gives the intensi- 
ties at all wavelengths of a light 
source simulating north sky day- 
light as closely as possible, and a 
means of measuring the deviation 
of any other light source from this 
primary standard. While somewhat 
technical in its approach, it is only 
through such precision that pre- 
cise color agreement is possible. 

Copies can be ordered from the 
R&E Council, 5723 Conn. Av., NW, 
Washington 15. 


© Techniques for Marketing New 
Products, by Douglas Banning, Mc- 
Graw-Hill Book Co., New York, 
298 pages, $6.50 . . . If you ever in- 
tend to go into business for your- 
self, or if you know anybody who 
does, get a copy of this book first. It 


won't discourage you, but it will 
make you aware of all the factors 
in putting a new product on the 
market. Aimed at the small busi- 
nessman, it discusses the subject 
from getting the original idea to fi- 
nancing the enterprise. Three chap- 
ters cover the various techniques 
of selling, their advantages and dis- 
advantages, and a group of five 
chapters form a basic handbook of 
advertising for this kind of organ- 
ization. 


© New Equipment Directory, 4th 
Edition, edited by Henry C. Ruark 
Jr., Natl. Audio-Visual Assn., Fair- 
fax, Va., 200 pages, $3.75 (cash with 
order); $4.25 (on invoice) ... This 
basic guide to audio-visual equip- 
ment contains complete descriptions 
and photographs of more than 500 
different models of 16mm motion 
picture projectors, filmstrip and 
slide projectors, magnetic tape re- 
corders, and related equipment. 
Specifications and list prices are 
also included. 


e Targeting Sales Effort, by 
Charles W. Smith, Columbia Uni- 
versity Press, New York, 396 pages, 
$15 . . . How much promotional 
effort should you put into a partic- 
ular city, county or state? What is 
its potential for your product? How 
do you compare the effectiveness of 
your salesmen? 

The trading center method has 
been developing over the past 20 
years, and is based on the concept 
that most products are purchased 
within a relatively small area sur- 
rounding each major center of pop- 
ulation. 

This book describes the method 
in detail, explains its use in general 
and illustrates its application. It also 
contains the basic figures needed to 
apply the method, especially 
adapted to machine statistical han- 
dling. 


That’s for you to work out, Brady 
- A logical combination of space 
travel and Yumley's Superior Yarns. 





enjoyed 
— folk songs, marches, popular songs and classics . . . 
forever... 


All preserved by print and paper. And even more 


through important, projected the world over to give immeasurable 


pleasure to millions. 


print and paper Perpetuating great music—old and new—is only one 


of the many ways print and paper serve everyone, 


The music of the ages . .. operas, symphonies, hymns, 


everywhere, everyday. 


INTERNATIONAL 





we left this space white 
so that you can see for 
yourself how opaque 
International 


‘Tropahe is 


Less show-through, faster drying without offsetting 
or feathering 


Brighter blue-white paper with character... Smooth 
and Vellum finishes 


New! Up to 100 lb. Vellum for offset, letterpress 
and gravure printing 


New! 814 x 11” cut size, ream wrapped, 10 reams to 

new Junior Carton. Especially suitable for small 

offset duplicating presses 

Ideal for prospectuses, broadsides, greeting cards, 
announcements, catalogs, house organs, folders, stuffers, etc. 
Call your paper merchant today. 


INTERNATIONAL PAPER 


FINE PAPER & BLEACHED BOARD DIVISION NEW YORK 17.N. Y 





All meetings listed here are annual 
conventions, unless otherwise described. 


JULY 
21-25 ... Photographers Assn. of Ameri- 
ca. Conrad Hilton, Chicago 


26-29 ... Natl. Audio-Visual Assn.. Mor- 


rison, Chicago 


AUGUST 

10-13... Intl. Assn. of Printing House 
Craftsmen, Statler, Detroit 

22-24 ... Screen Process Printing Assn.. 
Sheraton-Palace. San Francisco 

23-26 {dvertising Specialty Natl. 


{ssn. Fall Specialty Fair. Palmer House, 
Chicago 


SEPTEMBER 


2-5 ... Natl. Paper Trade Assn., Conrad 
Hilton, Chicago 

5-8 ... Mail Advertising Service Assn. 
Intl. Chase-Park, Plaza Hotels, St. Louis 
S-73 ... . inal. {ssn. of Electrotypers & 
Stereotypers, Chalfonte-Haddon Hall, At- 
lantie City 

8-11 ° ° ° Veu York 
Sheraton-Astor, New York 
10-12 .. . Direct Mail Advertising Assn.. 
Chase-Park, Plaza Hotels. St. Louis 
to=0F . 4 Vewspaper ROP Color Con- 
ference. Waldorf-Astoria, New York 
27-Oct. 1 Vatl. Stationery & Office 
Equipment Assn.. Conrad Hilton, Chicago 


Premium Show. 


OCTOBER 

5-8 .. . Packaging Machinery Manufac- 
turers Institute Meeting, French Lick, Ind. 
6-9 . . . Outdoor {dvertising {ssn. of 
{merica, Sherman, Chicago 

6-10 ... Suciety of Photographii Scren- 
tists & Manger. 
N.Y. 

7-10 . . . Industrial Film and = Audio- 


Visual Exhibition, Trade Show Building, 


New York 


Engineers. Rox hester. 


I'd like to think of the background 

of my exhibit as being painted in a 

soft, peta) lush lime, not as that 
ghastly, sickening green! 


GRACE metat sions 


... ane the choice of Local & National AAduertisers 


ROADSIDE and 


POINT -OF -PURCHASE 
PLAIN OR 
**SCOTCHLITED’ 


pune /ruck 


ANY SIZE IN COLORFUL, 
ATTRACTIVE DESIGNS 


Metal Signs that SELL for 
you night and day! Any size 
or style for a wide variety 
of applications. We'll design 
your sign if you want. Of 
steel or aluminum, plain 
or ‘SCOTCHLITED’. 


SILK SCREEN PROCESSED 
Silk screened for beautiful 
display of your trade name, 
trade mark, or copy. 


SEND US YOUR INQUIRY... 
FREE CATALOG IN COLOR GRACE SIGN & MEG. CO. 


3601 S. 2ND STREET - ST. LOUIS 18, MO. 


JUST about every 
smart type buyer 

is looking for the best 
for the least. 

It’s yours at SERVICE. 


KNOW-HOW is no catch 
word at Service. It is your 
assurance of competence and 
reliability in every job 

where you specify SERVICE. 


LONG on the desire to produce 
the finest typography and to satisfy 
your every specific assignment. 


“Where typesetting is still an art’’ 


SERVI CE typographers, inc. 


723 S.Wells St. * HArrison 7-8560 
Chicago 7, Illinois 
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C7yuided Missile... 


pI yil-Ciacal vorrorssios 


A SUBSIDIARY OF THE GENERAL TIRE & RUBBER COMPANY 
AZUSA ALIFORN . s 


ac RAMENTC CALIFORNIA 


[fm 
GENERAL 


7 Fart Canal eee 


PHOTO COURTESY U.S. ARMY 


Crilbert Papers 


Hit your business correspondence target with a letterhead paper 


Bet er 
that will make your letter a stand-out. One that gets attention . . . gets 
results. Gilbert brighter white bond papers give you brilliance ...snap... OTT) 
O--—V 
f, \ 


a business letterhead are yours in Gilbert papers because \ LD 


of their new cotton fibre content, skilled manufacturing and Fipe 


and a smart eye-appealing cockle finish. These essential qualities of 


—"| 


tub-sizing, air-drying. Ask your supplier. — <a ‘ 


GILBERT PAPER COMPANY, MENASHA, WISCONSIN PAPE R S 


A good letter is always better...written on a Gilbert Cotton Fibre Bond 
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oS Advertising Requirements 


oday's 


anager 


The sales promotion manager is a rising star in today’s selling 


picture, but until this survey, nobody knew just what kind of a man 


he is, his training and background, nor what were his responsibilities, 


By Dick Hodgson 
AR Executive Editor 


Sales promotion, that enigmatic 
polygon of modern business, has 
finally begun to come into focus. 
Because of its many-sided nature, 
sales promotion has been applied in 
as many different ways as there are 
different businesses. 

Through the efforts of the Sales 
Promotion Executives Assn., how- 
ever, some dimensions of this mod- 
ern business tool have at last been 
established. Highlight of SPEA’s 
first national convention was the 
presentation of preliminary results 


Special AR 
Convention 


Report 


of a special study designed to draw 
a profile of today’s typical sales 
promotion manager. 

The SPEA study was based on 
questionnaires filled out by 420 as- 
sociation members and others who 
had indicated that their duties in- 
cluded sales promotion activities. 
The results were presented by 
Blaine S. Britton, Director Sales 
Promotion, Guest Pac Corp., New 
York, chairman of the SPEA re- 
search committee. 


>» Probably the most important ele- 
ment of the survey was the ques- 
tion which asked respondents to 
“check off functions you participate 
in regularly and rank by impor- 
tance.” Twenty-three specific func- 
tions were included in the checklist. 

Most frequently mentioned sales 
promotion function was sales meet- 
ings, noted by 345 out of 411 re- 
spondents. “Advertising” was sec- 
ond on this list, scoring 328 men- 


tions. It should be noted, however, 
that no attempt was made to define 
just what was meant by advertising 
and it can be assumed that many 
respondents noted this as a broad 
description of their over-all duties. 

Other functions mentioned most 
frequently included direct mail, 
merchandising planning, sales bulle- 
tins, copy writing, public relations, 
point-of-purchase, printing produc- 
tion, audio-visual aids, sales train- 
ing, contests, sales manuals, market 
research and dealer-distributor con- 
tact. (Chart No. 1 indicates the 
number of respondents checking 
each of these functions.) 

Interestingly enough, each of the 
23 functions listed were checked by 
73 or more of the respondents. 
Those not included on Chart No. 1, 
and their frequency of mention: 

Catalogs 

Packaging 

Outside selling 

Product research 
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Chart 1 


Functions by frequency of mention 


Functions by rank 


Sales meetings 345 
Advertising 328 
Direct mail 304 
Merchandising planning 278 
Sales bulletins 273 


FIRST SECOND THIRD 
Advertising 71 
Merch. planning 33 
Direct mail 14 
Sales meetings 12 
Dir./Dist. contacts 12 
Outside selling 11 


Sales training 9 


Sales meetings 26 | Sales meetings 24 
Advertising 21 
Point of sale 18 
Sales training 16 
Market research 14 


Writing copy 14 


Direct mail 
Advertising 
Point of sale 


Writing copy 258 
Public relations 250 
Point of purchase 242 
Printing production 232 
Audio visual aids 215 


Merch. planning 
Market research 
Sales training Merch. planning 14 
Sales bulletins 12 
Public relations 10 


Direct mail g 


Public relations 
Dir./ Dist. contacts 
Catalogs 


Sales training 214 Public relations 
Contests 212 
Sales manuals 200 
Market research 196 


Dir./Dist. contact 192 


Point of sale 


Personnel development ly, the survey provided only a very 


Sales forecasting 
Sampling 
Recruiting salesmen 


Advertising showed up _ prom- 
inently again when it came to the 
ranking of functions by _ respon- 
dents. It was most frequently men- 
tioned as the number one respon- 
sibility (by 71 respondents). Other 
rankings—covering functions noted 
as first, second and third in im- 
portance—are shown in Chart No. 
9 


“. 


general picture since the question- 
naire called for merely checking 
one of four broad salary categories. 
Most of the respondents fell into the 
over $10,000 per year category 
with 53.9% earning $10-20,000 and 
15.7°7 earning over $20,000. Table 
No. 3 shows the complete break- 
down. 

The questionnaire also asked how 
many worked on a bonus or other 
incentive arrangement. Of the total, 
only 46.2°, were offered an op- 
portunity for such additional com- 


> Of top interest to SPEA mem- 
bers, of course, was the question 
dealing with salaries. Unfortunate- 


Years with 
company 


6 to 10 
over 10 


Chart 5 
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pensation. 


> How about 
man_ himself 


Years in 
sales 
promotion 


sales promotion 
it is interesting 


Age 


to note that 98°, of the respondents 
were male... 


e 92.4¢, are married 


e 69.3°, are college graduates and 
another 14.7°, have done some col- 
lege work. 


® More of the college graduates 
majored in business administration 
than any other subject, with Eng- 
lish, marketing, advertising, eco- 
nomics and engineering the run- 
ners-up (in that order). However, 
the three courses most frequently 
mentioned as “most helpful” in sales 
promotion work were marketing, 
advertising and English. (See Chart 
No. 4.) 


Distribution 


Chart 6 


aver 





Chart 4 


Total annual compensation What was your | Which courses 
major in school? | Have you found 


most helpful? 
$5,000- 7,500 


BUS. ADM. 
ENGLISH MARKETING (15) 
$7,500 - 10,000 MARKETING ADVERTISING (14) 
ADVERTISING ENGLISH (10) 
ECONOMICS WRITING (6) 
$10,000 es 20,000 ENGINEERING (6) PSYCHOLOGY (6) 
CHEMISTRY SCIENCES (4) 
JOURNALISM ART (4) 
Over $20,000 PSYCHOLOGY PUBLIC SPEAKING (3) 
SOCIOLOGY MARKET RESEARCH (3) 
EDUCATION SOCIOLOGY (3) 
LITERATURE ACCOUNTING (3) 


@ When it came to work experience there were a total of 16 different 
which sales promotion executives titles. 

have found most important, direct , 
selling led the list followed by sales . Most of the sales promotion ex- 
calls, advertising production, retail ecutives moved into their present 
‘iin wh cote oot snk den jobs from elsewhere in the company 
sign. (69.2°.). However there was no 
one previous job that led to sales 
® Sales promotion manager is the promotion in any substantial num- 
title most frequently given to our ber of cases. Previous job assign- 
man, but it’s a hat worn by less ments ranged all the way from art 
than 50% of the respondents. Other director and copywriter to export 
frequently mentioned titles were manager and district manager. 
advertising and _ sales promotion . Those hired trom the outside also 
manager, director of sales promo- came from a variety of different job 
tion, vice-president in charge of experiences, although the most tre- 
sales promotion, and director, ad- quent mentions indicated previous 
vertising and sales promotion. Ac- experience in sales promotion. 


tually, out of 80 replies checked, e Although 


spondents had been on their present 
job less than three years, one-third 
had been with their companies and 
in sales promotion work over 10 
years. Chart No. 5 provides addi- 
tional details. 


® For the most part, today’s sales 
promotion executive is relatively 
young, with the majority under 45 
years of age (see Chart No. 6). 


’ One of the key elements in de- 
fining the role of sales promotion 

the responsibility level—was only 
partially covered in the study of 
survey returns. A hand classifica- 
tion was made of 80 returned ques- 
one-third of the re- tionnaires and turned up 45 differ- 


Used in preparation of material 


Employment of: 


dy Sy’ te 


COPYWRITERS ARTISTS PRODUCTION 


Fulltime 39.4% 34.2% 40.5% 
Part time 10.5% 17.4% 10.2% 
Other depts. 8.5% 9.1% 14.6% 


t Display Ad Art = Sales_—sCDirect 
Outside 35.0% 59.8% 41.3% House Agency Studio Prom. Mail 


Agency House 


Chart 7 Chart 8 
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ent combinations of the first and Part of advertising money 31.5% 


second individuals to whom sales Part of merchandising 
A Guide to SPEA Coverage 


promotion executives are respon- WII roo ahs a-ceaieenn 7.4% 

Scattered throughout this issue sible. A vice-president—either ex- Part of sales money ...... 12.4% 

are features and reports from the ecutive vice-president or vice-pres- Separate budget ........ 27.0% 
first national convention of the Sales ident of sales or marketing—was 

Promotion Executives Assn the most common _ combination. > In presenting his report on the 


Next individual most frequently survey, chairman’ Britton com- 
a Welcome to SPEA +s midds 6 mentioned was the president. mented, “Any budget figures that 
AR’s Executive Editor gives a With few exceptions, however, might be set up would be mislead- 


first hand report on the conven 


: sales promotion executives in the ing, it was concluded by the com- 

tion and its meaning group studied reported to the first mittee. Part of this is due to the 

@ Portrait of Today's Sales or second echelon of top manage- sources of the money but a more 
Promotion Manager p. 19 ment. 


important reason is that accounting 


Dick Hodgson summarizes a systems vary greatly between com- 
survey of this newly-recognized > Another subject studied by SPEA panies so that it becomes a matter 
1dvertising man was sales promotion budgeting. Two of comparing apples and oranges. 
© Ideas from SPEA p. 23 key areas were investigated: “As to who sets up the budget 
All conventions are places to ao and approves it, out of 80 com- 
pick up thought starters, and © On what basis is your budget set panies, there were 46 sales promo- 
SPEA was better than most up: tion personnel involved in setting 
® Sales Promotion — The BE ete eeu cc eukaonaa 64.6; up the budget. The remainder fol- 


Department of Enthusiasm | p. 25 Per program ............. 11.1°; oe set vines ae fact, they 
‘ rs tea . ® rarw r to one in. 
Prof. Frey, Dartmouth College ee EE on lande cash cewas 14.0° renges som everyuody 
presents some definitions of “ dividual with a $185,000 budget who 
vith tit promotion, gleaned from @ Where does your budget come said, ‘nobody.’ If any generalization 
his long study of the advertising from? can be made, it is that the budgets 
world 
® Plan for Creativity p. 33 
Edward Mayer, McCann-Erick- 
tells how his agency The Who, What, Where & Why of the 
‘rreases the creativity of its staff ; 
members Sales Promotion Executives Assn. 
@ Direct Mail Gets Direct 
Response Plus p. 34 Detroit 





Leonard J. Raymond, president Paul. Chapters in 
Dickie-Raymond, tells some ol on i the 
the things he has learned about nd education raa tte. There are “nationa 
lirect mail to top management mkina live and work 

@ How to Plan and Run sales promotion executives. Only -hapters have 

Successful Contests p. 43 xecutives engaged in the supervi- 

Robert F. Degen, v.p., Ted Bates - 
& Co., gives some rules for mak- 


ing contests effective 
@ The Hit Parade of 
Advertising Tie-Ins p. 44 
Edward Tabibian, S.P. Magar 
Birds Eye Div., General Foods 
Corp., tells what to watch out 


nprove the effectiver 
yromotion as 
actual sales 
for in arranging tie-ins clarify the scope of sales 


© Don't Neglect the Bounce- to the advance motion and make this better un 
Back Premiums p. 46 ae tion for business  %t00d throughout business circles 
Cc promotion for business = 
im Street e ranchell Co ' strengthen cooperation 
Jim Street, the B Through regular meet- g Pe oe 
explains the value of the oft tween sales promotion and all other 


publications, panel 
overlooked bounce-back ' 


® A Checklist for Evaluating 
Co-op Advertising p. 48 
Edward C. Crimmins, Adv 
Checking Bureau, pins down a 


phases of sales managem 





ind planned : aN 
members are selling, including advertising 
1 . ublic relations 
another and with Publ peri hical 
. } “ raise ethica 

on in the world of To ; 


a alatec 
promotion. SPEA offers infor- Practices as related 


systematic way of measuring a mation, guidance and many serv- [!0F 
‘ ms nhance t etanding f sales 
plan ices such as research, publicity, per- @ To enhance the standing of sale: 
‘ : 4 j od f ,: 
. ' promotion as a modern profession 
@ Tips on P.O.P. p. 70 sonnel, a film exchange, speaker's : . : : 
? @ To foster the teaching of sales 
Point-of-purchase is a valuable bureau, etc wae ; 
promotion in 
sales promotion tool, and these i 


@ To encourage the development of 
tips make it more valuable WHERE Pp 


: vad improved scientific techniques in the 
® Sell Your Training 


98 SPEA is a national organization evaluation and practice of sales 
— a ae with chapters in major marketing promotion —- - 
sual, tele why aciline the webu: are 1S throughout the country - een maintains headquarters att 220 
| your tolning gregiom on New York, Chicago, Los Angeles, West 42nd St., New York 36, N 
— ae a aaedeiteaad Philadelphia, Boston, San Francisco 


- . + for more details, circle 701, page 105 
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are set and handed down from 
management review in a majority 
of cases. 

“With relationship to budgets, the 
question was asked, do you meas- 
ure sales promotion results? This 
led to some short, even caustic, an- 
swers. However, 73.1% said ‘no.’ ” 


> Mr. Britton also had some pointed 
comments concerning sales promo- 
tion organizations. (The survey re- 
sults are shown in Charts 7 and 
8.) “It will be noted,” he pointed 
out, “that sales promotion execu- 
tives are large users of outside 
sources. As an aside, the question 
might be raised as to why the sales 
promotion agency—supposedly ca- 
tering primarily to the sales pro- 
motion executive—is low man on 
the totem pole. Is this an indication 
of the relative status of sales pro- 
motion?” 

Actually, the answer to Mr. Brit- 
ton’s question can probably be found 
in the growing interest of regular 
advertising agencies in the handling 
of the so-called collateral material, 
most of which falls under the sales 
promotion category. Of course, an- 
other answer may be found in the 
part of the survey which covered 
the functions of sales promotion. As 
indicated in Charts No. 1 and 2, 
“advertising” was one of the top 
“functions” of sales promotion. Fu- 
ture research by SPEA will un- 
doubtedly help to clarify this 
enigma. 

An area which received better 
definition in the initial study con- 
cerned use of field sales promotion 
people. Among the _ respondents, 
35.3% utilized field sales promotion 
people. The reporting responsibili- 
ties of this group may help to shed 
more light on just where sales pro- 
motion fits into the total marketing 
picture. In two out of three cases, 
for example, the sales promotion 
executive with field personnel did 
not manage his own people. In- 
stead, 40° reported to the sales 
manager, 37.3°% to the regional 
manager and only 35.3°7 to the sales 
promotion manager. 


> Obviously, much work still needs 
to be done before a completely 
definitive picture of sales promotion 
can be drawn. However, the ac- 
complishments of the SPEA re- 
search committee have certainly 
taken the much needed initial steps. 
There is still much additional in- 
formation which can be drawn from 
the survey through correlation of 
rarious material and plans have al- 
ready been made to probe in depth 
certain areas which hold promise 
of providing important additional 
details. 44 


Sales Promotion Men 
Exchange Ideas at Meeting 


Service must be improved 


Service for the customer is today’s marketing cancer, according to 
NYU's Dr. Alfred Gross. The consumer is irritated by the lack of ade- 
quate instructions in the use and care of such things as sewing ma- 
chines and appliances. He should be told when the product needs 
service from periodic wear, where to go for service, approve major 
repairs before the job is undertaken in writing, be shown price lists 
for parts and standard repairs 


veterans ask for it 


Teaching older, experienced hands the new tricks of the trade is a 
perennial problem to most companies. The oldster likes to do things 
his own way, he’s valuable, and yet won't always accept suggestions. 
Harold Gardiner of Northwestern Mutual Life Insurance Co. solves 
this problem in sales training neatly. Newer, younger men receive the 
latest training, and when it works the oldsters say, That's great. Why 
wasn't I told about this?’’ Northwestern then says to the oldster the 
company is willing to tell him how, asks when and where he wants 
to start picking up the latest course information 


Do your own research 


The services of a good marketing research firm are worth every 


and more. But why not make every dollar 
do the work of three dollars? Add a marketing re- 
search technician to your company to handle much of it, ther 


penny you spend with it 
you spend on it 
1 go out 
side when the research job is too big for one man, is the recommen- 
dation of George E. Cole, director of marketing and traffic researc 
Railway Express 


if 


Agency Inc. You're at a competitive disadvar 


you rely solely on worthwhile but expensive outside resource: 


your research results 


Don't hoard your marketing research findings. If your customers use 
or distribute your products, they can help you 
Bevis, president of Opinion 


lormation 


make a profit. Joseph 
Research Inc., Princeton, N. J., says in- 
Electric Storage Battery Inc. (Exide) 
showed there's a trend to electrically operated fork lift trucks, away 
from gas-powered trucks 


from research for 


Such data is being used to advantage by 
Exide and fork lift truck manufacturers. Several manufacture both 


types of trucks 


the bread-and-butter sales first 


Manufacturers, salesmen, distributors, retailers want good ideas, not 
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COATED COVER 


combines fine printing qualities with toughness 


“Our SUPERTUFF-covered Annual Report is the most 
impressive and attractive we've ever had." 


“Of all the papers we've tried for our Menus, 
nothing gives us a better combination of 
refinement and strength than SUPERTUFF.” 


“We use SUPERTUFF for 
our catalog because it 
gives us a top quality 
job of process printing 
and, at the same time, 
stands the wear and 
tear of hard usage.” 


“Our price lists must 
take a lot of handling. 
The smooth, hard finish 
of SUPERTUFF, plus its 
toughness, fills this need 
perfectly.” 





“We use SUPERTUFF for our spec-sheet binders because 
it prints beautifully, scores smoothly, and takes rough 
punishment.” 


MEMBER WISCONSIN 
PAPER GROUP 
fast pool car shipment 
for quicker service and 
lower cost to you. 





“SUPERTUFF’S ability to repro- 
duce colors brilliantly makes it 
an ideal stock for die-cut 
mobile displays and other 
types of point-of-sale units.” 


Comes in 10, 16 and 20 
point, Prints letterpress 
or offset. 


White for the free SUPERTUFF demonstration portfolio 
containing attractive and interesting samples. 


APPLETON COATED PAPER CO. 


1200 N. Meade St. Appleton, Wis. 
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By Prof. Albert W. Frey 
Dartmouth College 


Two years ago, I sent out a ques- 
tionnaire to 652 executives with 
sales promotion in their titles and 
232, or 36°7, were returned. The 
respondents represented a_ fairly 
even split among manufacturers of 
consumer goods, industrial goods, 
and both consumer and _ industrial 
goods. The replies have influenced 
my thinking on this subject of sales 
promotion. 

With this background informa- 
tion and that developed by the 
SPEA survey, I'd like to comment 


on five important questions: 


Why try to define sales promo- 
tion? 

How does sales promotion diffe: 
from advertising? 

How important is sales promo- 
tion? 

What are the desirable char- 
acteristics or qualities of a sales 
promotion manager’? 

What is sales promotion? 


> First, why try to define sales pro- 
motion? 

I happen to believe that working 
out a definition of this activity is 
important. A careful definition of 
sales promotion within the indi- 


Sales Promotion — 
The Department 
of Enthusiasm 


The noted author of the Frey report presents the 
need for a good definition of sales promotion, 
and proposes some for your consideration. 


vidual seems’ im- 


portant for five reasons: 


organization 


e It has morale implications. If I 
were a sales promotion manager 
and didn’t have my responsibilities 
defined exactly, I would have some 
question as to the importance of 
my job in the eyes of top manage- 
ment. 


e If I were top management, I 
would want a clear definition of the 
sales promotion 
company 


function in my 
in order to insure its 
proper performance through specific 
assignment of responsibility. 


e If I were top management, too, I 
would want this definition as a 
prerequisite to effective budgeting. 


e And as sales promotion man- 
ager, again I also would want this 
clear understanding of what is and 
what is not included in the sales 
promotion budget, as a_ protection 
against raiding of the budget. I 
hope I am not entirely theoretical 
when I assume that this budget is 
raided now and then. Morale is 
involved here, too, for the indi- 
vidual responsible for sales promo- 
tion is not flattered when unantici- 
pated expenditures seem necessary 
and the question of how they can 
be made is raised and answered by, 
“Oh, let’s take it out of the sales 
promotion budget!” 


© A careful definition of sales pro- 
motion in the individual company 
also seem useful in drawing up job 
descriptions or specifications—and 
thus in recruiting and selection ac- 
tivities. 


In summary, a precise definition 


of sales promotion for the individ- 
ual company would seem to offer 
significant advantages in the realms 
of control and morale. 


> The foregoing remarks are fairly 
easy to go along with. But can an 
equally acceptable case be made 
out for having one definition of 
sales promotion applicable across the 
board from company to company, 
instead of a different definition for 
each company? 

This is the tough one! But I think 
a case can be made out of it, al- 
though immediate reaction 
may be that this is impossible be- 
cause companies differ so in their 
marketing needs. The fact that no 
two companies are alike doesn't 
seem to me to be an _ obstacle 
rather it indicates only that any 
definition must be broad enough to 
include many types of situations. 
Certainly it doesn’t mean that all 
companies would have to do the 
same things within the sales pro- 
motion function any more than they 
do within the advertising function 

The big value of an across-the- 
board definition, it seems to me, is 
that it will facilitate inter-company 
comparisons. An outstanding char- 
acteristic of American business is 


your 


the willingness of executives. in 
different 
petitors—to 


companies—even com- 
exchange’ information 
regarding their practices. In this 
way everybody benefits and the 
business system as a whole be- 


comes more efficient 


» Now, assuming this exchange is 
desirable, to make it fully useful 
demands a considerable degree of 
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standardization. In other words, if 
performance of the sales promo- 
tion function is to be improved 
through the swapping of experience, 
the experience can be swapped 
most expeditiously and meaning- 
fully if the swappers are talking 
about the same things. Particularly 
is this true when figures are in- 
volved. 

A less tangible but still im- 
portant value of an _ across-the- 
board definition of sales promotion 
derives from the educational effect 
on top management. Top manage- 
ment has been known to misunder- 
stand the nature of, and to ques- 
tion the necessity of, advertising 
and sales promotion. Part of the 
misunderstanding and questioning 
of sales promotion may be due to 
this lack of a simple, easily com- 
prehended statement of what sales 
promotion is. 


> Now for our second question, 
“How does sales promotion differ 
from advertising?” 

But, first, to show that it does 
differ, according to many people, 
180, or 77% of those responding 
to my questionnaire stated that 
their companies do not distinguish 
between the two activities. An- 
other 32, or 14%, said that while 
their companies do not distinguish 
formally between the two, they 


themselves do so informally. Of the 


companies that distinguish be- 
tween the two formally, 100, or 
97%, have separate promotion 
budgets. 

As to the differences: 


@ Whereas advertising uses con- 
sumer and trade media owned and 
controlled by others, who sell their 
space and time at established fixed 
rates, sales promotion uses ma- 
terials, tools and devices (call them 
media, if you will) that the com- 
pany itself controls. 


@ Whereas advertising generally 
uses more of a shot-gun approach 
in order to produce a steady pull 
on masses of consumers, often with 
relatively long-term objectives, 
sales promotion uses more of a rifle 
approach aimed at smaller groups 
(principally salesmen, distributors 
and dealers) and with fairly short- 
term immediate objectives. 


@ While both advertising and sales 
promotion are “educational” (at 
least in quotes), sales promotion 
has the additional burden of arous- 
ing enthusiasm. 


@ While both advertising and sales 
promotion attract attention and 
create interest, sales promotion 
may carry a greater responsibility 
in connection with the third step— 
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including the important one of ac- 
tion. 


> Next, “how 
promotion?” 

If it accomplishes what is ex- 
pressed and implied in the preced- 
ing paragraphs, it is obviously very 
important. But let’s approach this 
question from a different viewpoint. 

There are many components of 
the marketing mix. They can be 
assembled into three categories— 
product, price and communication. 
Communication here means _ the 
transmission of information. The in- 
formation is usually intended to 
go beyond informing and, in addi- 
tion, to persuade. Under commu- 
nication, as used here, we can in- 
clude personal selling, advertising, 
and sales promotion. 

Which of these three latter func- 
tions is most important in those 
situations where all three are used 
in considerable degree? This can 
be debated ad infinitum. All com- 
panies must have a product (or 
service) and a price. Most com- 
panies must have a sales force— 
either their own or manufacturers’ 
representatives. Many, but by no 
means all, use advertising. Many, 
too, use sales promotion. 

Thinking along these lines, we 
might infer that if any form of 
communication were to be elim- 
inated—in situations where all 
three are used—it would be sales 
promotion. This would seem to 
designate sales promotion as being 
least important of the three. It 
would seem to imply that com- 
panies can get along without sales 
promotion when they cannot get 
along without personal selling and 
advertising. 

Let’s face it—companies do get 
along without sales promotion! 


important is_ sales 


> But the importance of this func- 
tion cannot be written off as easily 
as this. In many situations, sales 
promotion makes the big difference. 
In situations where it isn’t used, it 
could make a big difference if giv- 
en a fair trial. Working with the 
other components of the mix, its 
contribution to sales and _ profits 
can be important. While a company 
can often live without it, it can 
live better with it. 

That’s why I think it should re- 
ceive individual attention, as I’ve 
tried to emphasize. That’s why I 
can see a lot of sense in having a 
sales promotion manager coordi- 
nate with a sales manager, an ad- 
vertising manager and a_ product 
manager and serving under a mar- 
keting manager in a large organ- 
ization. Where a company’s size 
does not permit such organization 
specialization, I think that sales 


promotion should still be considered 
as a function distinct from adver- 
tising and personal selling. With 
only one marketing man in an or- 
ganization, whatever his title, he 
can well conduct his planning and 
operating in terms of these market- 
ing sub-functions. 


> Our fourth question was, “What 
are the desirable characteristics and 
qualities of a sales promotion man- 
ager?” 

My questionnaire returns stressed 
particularly that the sales promo- 
tion manager must above all be 
creative. That is, he must be un- 
usual in his ability to “think up” 
new ideas and to put them success- 
fully to work. The test of these 
ideas is whether they engender 
enthusiasm in _ others—salesmen, 
distributors, dealers or consumers. 
It is not too far-fetched to think of 
the sales promotion department as 
the “department of enthusiasm.” 

Respondents emphasized, too, that 
the sales promotion manager must 
possess that good old virtue of be- 
ing able and willing to work hard 
under the continuous pressure ex- 
erted by those never-ending dead- 
lines. One respondent couldn’t re- 
sist pointing out his superiority 
over his advertising manager in 
this respect. He wrote, “The ad 
manager wouldn't fill out this ques- 
tionnaire on the train as Im do- 
ing.” Another illustrated the pace 
of the job by saying, “It’s an in- 
teresting business that keeps one 
on his toes and reaching for the 
bicarbonate of soda.” 


> We have one question left—“*What 
is sales promotion?” 

It doesn’t seem to make much 
sense to talk about something as 
long as I have, without having first 
defined that something. The fact is 
I’ve been defining sales promotion 
from the moment I started talking. 

But there must be a shorter way. 
The shortest definition I’ve heard 
is that sales promotion is “commer- 
cial corn.” Unfortunately that defi- 
nition, while perhaps humorous to 
you and me, is acceptable to those 
individuals who look upon sales 
promotion as dealing solely with 
tricks and gadgets. 

Isn’t this a better definition? 

Sales promotion is that compo- 
nent of the marketing mix that 
continually creates and applies ma- 
terials and techniques that, rein- 
forcing and supplementing the ma- 
terials and techniques provided by 
the other components, INCREASE the 
capacity and desire of salesmen, 
distributors, and dealers to sell a 
company’s product and make con- 
sumers eager to buy it. 44 
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By Allen Sommers 


Even though Jess L. Hadsell, 
creative manager of Holiday, is ob- 
viously not a negative person, he 
has coined a practical axiom which 
stems from his many years in the 
advertising business: “Down With 
Standard Operating Procedure.” 

Read the book, he says, and then 
throw it away. 

That, in essence, is the reason- 
ing behind what is generally ad- 
mitted to be a fabulous continuing 
direct mail promotion by this Curtis 
publication. 


» Every mailing piece and memen- 
to Holiday has sent to ad agencies, 
advertisers, and potential adver- 
tisers is something the recipient will 
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keep in his office, or will take home 
as a keepsake. 

“The need to attract attention and 
arouse interest in the things we 
sell is the greatest problem most of 
us face in the day-to-day business 
of advertising and selling,’ Mr. 
Hadsell says. He practices what he 
preaches, with the blessings of 
Holiday’s management and the co- 
operation of every department. 


> About a year ago, Holiday’s big 
bosses decided upon a list of the 
50 accounts they most wanted to 
get into the book as advertisers. 
They turned the job over to their 
creative director, who promptly for- 
got about it around the office 
(where he finds himself tied up 
with details). But, on the way home 
and while lolling around the house, 
he lets ideas stew around in his 
mind. 

Most of his ideas have come while 
he is completely relaxed at home 
(often in embarrassing places), and 
when he least expects them. As 
long as they are different enough, 
he notes them down. Out of this 
type of creation have come some 
outstanding attraction-getters. 


> For example, in the campaign 
aimed at the 50 most-wanted ac- 
counts, he came up with cham- 
pagne buckets, replete with artificial 
ice, but with a real bottle of cham- 
(purchased from an adver- 


pagne 
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Box: Liberty Import 
Art: Mel Richman 
Silk Screen: M&M Silk Screen 
Printing: Goodway Printing 
Stock: White Carousel Text 


tiser, naturally). The buckets were 


provided by Lily Cup Co. (who 
actually produced them as _ paint 
buckets). He created a wrap- 


around of gold foil on which copy 
and art were silk-screened. A 
matching gold-foil string tag was 
applied to the neck of the bottle. 
The Hc'iday salesmen hand-de- 
livered these and found doors wide 
open for them. Copy on the tag 
was built around “Have One on 
Us.” Salesmen typed their own 
names on the inside. Copy on the 
bucket was headlined “Pardon Us 
While We Pop Our Cork.” 

A later follow-up for this cam- 
paign was aé_two-drink martini 
pitcher dreamed up by Jess Had- 
sell with the message “I’m in a 
Holiday Mood.” The message was 
silk screened and fired on the bot- 
tom of the pitcher in shades of gray. 
Inside the pitcher was a one-color, 
four-page folder telling the ‘“Holi- 
day Mood” story. 

One of his favorite items for this 
same campaign is a plastic cork 
pop gun. An _ accordion folded 
streamer was attached to the cork. 
When the gun is fired out comes 
the message: “Holiday . . . the mag- 
azine for people who get a Bang out 
of life!” A small folder was boxed 
with the gun, showing a business- 
man about to shoot himself in the 
ear. Again, Holiday salesmen can 
type their names into this folder 
for hand delivery. 





Printing & Die-cutting: Frank D. Jacobs 


















Seven of the 50 prospects have 
already been sold. 


> This aim towards being different 
has brought some pleasant sur- 
prises to the Holiday prospect. A 
die-cut sailing vessel was printed 
for flat mailing. Upon removal from 
the box it becomes an eye-catching 
Spanish galleon. This was sent to 
Holiday’s travel list (mailing lists 
are pin-pointed). The headline at 
the top of the “sails” read “Laden 
With Loot and Headed for High 
Adventure.” 

Holiday sent out 6,000 of these, 
but Mr. Hadsell conservatively esti- 
mated it got 60,000 impressions. On 
a recent visit to some New York 


agencies he found the “Spanish 
Galleon” either on desks or on 
mantlepieces. One Philadelphia 


agency received only seven. On a 
visit he found all seven of the little 
ships set up in seven offices. 


> Some of these experiences, he 
points out, prove his point since 
basically his interest is to see that 
the messages do not end up in 
waste-paper baskets. 

One that certainly did not was 
a small box containing six Chinese 
fortune cakes. Holiday 
were baked into the cakes by a 
New York Chinese baker. Some 
6,000 received the cakes. 
Attraction-getter was the  head- 
line: “Food for Thought.” 
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BRODIE’S “FAMILIAR QUOTATIONS” 


If aman will begin cotth 
certainties, he shall end tn 
doubls; bal f he will be con 
tent with doutls, he shall end 


tn certatinttes.—Francis Bacon 1561-1626 


‘Taint so, Mr. Bacon. If we tell you 
we'll get your job out on a particular 
day, that's a CERTAINTY and there's 
NO DOUBT ABOUT IT. That's just one 
of the many reasons why our custom- 
ers have been with us for years and 
years. So how about you giving us a 
try? 
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Since secretaries often open up 
doors for salesmen, one day several 
thousand secretaries received at- 
tractive spinner charm bracelets 
from Holiday. When the charm is 
spun, out comes the message: “I’m 
in a Holiday Mood.” Objective was 
to have the secretary boast about 
the gift. Results prove they did. 


>» Jess Hadsell likes to localize some 
of his mailing ideas, since Holiday 
is largely a _ travel publication. 
These have been—and will con- 
tinue to be (six in all for 1958) 
to travel advertisers. 

One, which is already out, is a 
replica of a Paris kiosk with typi- 
cal French holiday posters adorn- 
ing it. The copy is a four-foot long 
scroll set into the circular piece. 
It drops out when the bottom is 
removed. This special piece, made 
with real wooden tops, was adopted 
from an excess supply of French 
candy boxes obtained from an im- 
porter. 

Another in this travel series is 
a Leaning Tower of Pisa. A third 
is a Buckingham Palace Guard 
House replica, a two-color creation 
which presents a series of messages 
on an accordion fold when the 
“guard” is removed from the 
“guard house.” 


Art: Mel Richman 

Printing & Die-cutting: Dando-Schaff 
Assembly: Cassidy-Richlar 

Stock: White Hopper offset 


> Holiday seasons provide another 
reason for outstanding creations. A 
gift promotion for the November 
and December issues arrived look- 
ing like a Christmas box. When the 
bow is pulled off, it becomes a di- 
mensional tree to be hung on office 
walls. It is still hanging on many 
office walls around the country. 

Mailing pieces which can be hung 
on walls or on the ceilings are 
favorites of Mr. Hadsell. The fa- 
mous Holiday parrot, ‘Pete,’ was 
made into an offset printing piece 
in three colors. Mailed out flat, the 
“parrot” is set on a regular bird 
ring. The wings then open to re- 
veal a Holiday message. 


> These—and many others still in 
the making—are designed to arouse 
secretary interest so that they will 
not follow the pathway into the 
basket. What creates this interest? 
Jess Hadsell says, first, the mailing 
piece should contain information 
specifically related to the contact 
man’s accounts; second, the piece 
should present ideas in a new and 
dramatic fashion; and, three, it 
should amuse and interest secre- 
taries, who then will pass it on to 
the boss. 

At Holiday, a basic rule is that 


any mailing piece created must 





Art: Mel Richman 

Printing & Die-cutting: T. W. Winchell 
Collating: Grob-Hitt 

Stock: White Champion Kromekote 


literally pop out of the pile of mail. 
It must not be the usual 82x11”, to 
prevent Holiday salesmen from 
hiding them in their briefcases. 
Colors must be arresting, bold and 
exciting. Art does not have to be 
elaborate. 

Die-cuts are widely used by 
Holiday because the results are at- 
tention-getters. The use of other 
materials in combination with paper 
can often attract attention when 
all-paper mailing pieces are ig- 
nored. Dimensional ad pieces are 
first and foremost given considera- 
tion by Holiday’s promotion de- 
partment, primarily because they 
offer an “inexhaustible gold mine 
of ideas in the field of paper fab- 
rications.” 

Another important thing Holiday 
considers about a dimensional piece 
is that it should not require as- 
sembly by the recipient. For this 
reason, Holiday will specially de- 
sign boxes so that ad items are 
mailed completely assembled. 

Of course, cost is a factor in 
planning every item in the con- 
tinuing campaign. But, Mr. Hadsell 
points out, it is not an insurmount- 
able bulwark. 


> After taking everything men- 
tioned above into consideration, the 


Art: Mel Richman 
Printing: Frank D. Jacobs 
Honeycomb: Beistle Co. 
Assembly: Grob-Hitt 
Stock: Lusterkote 


idea is hatched. Perhaps Mr. Had- 
sell will sketch it out roughly and 
discuss it with Joseph Rushton, 
Holiday’s production manager. 

Then Mr. Hadsell will call in an 
artist whom he thinks is most 
suited to create the rough dummy. 
The dummy is then given to Mr. 
Hadsell, who may leave it lying 
about for time-to-time study. This 
rough dummy is again shown to 
Joe Rushton, who will begin think- 
ing through production, costs, type 
of printing, etc., for greatest effect 
and economy. 

For example, if golds and silvers 
are to be used, often letterpress is 
employed. Offset is used mostly, but 
Mr. Rushton has found that silk- 
screen is the most versatile of all 
printing methods. The fancy finish 
pieces generally are run offset for 
economy. Stock is selected accord- 
ing to whether the mailing piece 
is to be folded or not. 


> In any case, after necessary cor- 
rections are made (Mr. Hadsell 
writes his own copy) and a piece 
is approved in the rough, it is re- 
turned to the artist for the finished 
art work. This is turned over di- 
rectly to Joe Rushton for produc- 
tion. Generally, Jess Hadsell does 
not see his own approved creation 








FREE 
OFFER! 


_approach 
“works 
every, 
WRITE TODAY time ¢ 


Free BOLD Daylight Fluorescent 
Screen Process Color Information Kit 


e “Color Card’’ Brochure: Contains perforated 
fluorescent swatches... technical data... 
samples of different methods of using fluor- 
escent colors for maximum P-0-P impact. 
e Design Article: Expert advice on art and copy 
techniques. e Newsletter: Cost and use trends 
in fluorescent field. Kit saves time and money 
on every job! 


Consult your silk screen printer .. . Specify BOLD 
**For all your bright ideas."’ 


tase nae Inc. 


3550 Touhy Ave. * Chicago 45, Ill. 
Nework, N.J.* San leandro, Cal. 


PENNIES 


CAN PUT FULL COLOR SALES 
APPEAL IN YOUR MAILINGS! 


Full Color envelope stuffers are 

proved sales stimulators! 
Crocker can now supply 
them to you at these 
amazing low prices — 

100M-$2.98M 250M-$2.31M 500M-$2.12M 
Added Benefit—No large 


inventory necessary. 
Crocker fills your needs 


as required. 
> Write today for details and 
free descriptive booklet. 


Dept. AR-7 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th New York, 23 E. 26th 
Detroit, 16801 Wyoming Baltimore, St. Paul & 24th 
Seattle 322 Colman Bidg. Portland, 1325 S.W. 13th 
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APY yh [Laying 
Ist CLASS POSTAGE for 
3rd CLASS RECEPTION ? 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive 1st class compartment 
separate and apart from catalog. 

@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


Du-Plex 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL. 


3000 FULL COLOR 
POSTCARDS 


FULL PRICE— 
NO HIDDEN CHARGES! 


This price is all inclusive. Simply send 
us your 4 x 5 color transparency for 
the finest reproduction you can buy! Re- 
sults absolutely guaranteed — delivery 
time about 8 weeks, Price includes 50 
words standard type printed on back, 


@ Quotes on 
longer runs 
by request 


@ Samples 
of work 
gladly sent 


HALO-COLOR 


141 King Street * San Francisco 7, Calif. 
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Ship . . . Art: Mel Richman 

Printing & Die-cutting: Dando-Schaff 
Assembly: Grob-Hitt 

Stock: Double-thick Potomac Cover 


Ornament . . . Art: Mel Richman 
Ornament: Sam Eppy Co 

Silk Screen: M&M Silk Screen 
Stock: Reynold’s Bright Gold Unifoil 


Champagne. . . Wine: Taylors Wine Co 
Coolers: Lilly Cup 

Silk Screen: Stencil-Craft 

Wrapper: Gold Metaloid 

Cellophane: Cello-Celsior 

Art: Mel Richman 


Assembly: Grob-Hitt 


until it is already mailed out by 
Holiday’s mailing department. 

Curtis Advertising Production 
Dept., which handles all of the 
printing and fabricating of Holi- 
day's promotion pieces, has many 
resources, most of whom they have 
been working with for many years. 
Joe Rushton, on the basis of this 
experience, knows pretty well 
which can do which job best in the 
time allowed and at the most eco- 
nomical figure. Most jobs, however, 
are handled on a competitive bid 
basis. 

Since Holiday plans these special 
pieces a year in advance, printers 
always have more than reasonable 
time in which to complete an un- 
dertaking. 


>» Despite the technical aspects and 
uniqueness of the Holiday promo- 
tion pieces, they are thought out 
so thoroughly even before a job 
is launched that there are few—if 
any—strike-outs. This is due to a 
number of favorable circumstances, 
mainly the fact that Jess Hadsell’s 
early experience was in production. 

“When an idea first occurs to 
me,’ he explained, “I can usually 
tell whether it will be economical- 
ly feasible to produce; if not, I for- 
get about it entirely or mull it over 


until I've figured a way to make 
it work.” 

Holiday also calls on its outside 
art studio, Mel Richman Inc., Phil- 
adelphia and New York, for ad- 
vance advice. Jess Hadsell credits 
their counsel with avoiding strike- 
outs. He explained that in addition 
to the many and varied talents of 
the Richman organization, they also 
have a production background. 

“They help us simplify promo- 
tion pieces which sometimes start 
out being much too elaborate to 
produce within the limits of our 
budget,” he added. “And, naturally, 
I have to give a great deal of credit 
to Joe Rushton and his department 
who have taken most of Holiday’s 
jobs as a kind of challenge.” 

As he explained further, Mr. 
Rushton’s staff seems to take the 
attitude that they will make “all 
of our weird 
down trying.” 


ideas work or go 


> Time schedules for mailing each 
piece are selected at the beginning 
of the year. These are adhered to 
stringently because promotions are 
built around them. 

In studying the displays of his 
creative ideas in his office, it is not 
difficult to understand the follow- 
ing statement: 





FALCON 
ENAMEL 


BY CHAMPION 


—One of a series designed to demonstrate the 
printability of Champion Papers — 


Falcon Enamel, developed for 
letterpress, gives top perform- 
ance on high-speed presses. 
This insert on 80 pound basis 
weight shows results in black 
and white halftone, line and 
four-color reproduction. 
Falcon’s demonstrated versa- 
tility suggests many uses for 
promotions, advertising and 
in general publication work. 
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THE PARADE OF CHAMPION MERCHANTS 


QUALITY HOUSES THAT OFFER A QUALITY LINE OF PAPER 


ALABAMA 


The Whitaker Paper Co. 
The Partin Paper Co. 
W.H. Atkinson. Fine Papers 


ARIZONA 


Bicke, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 


ARKANSAS 
Roach Paper Co. 


CALIFORNIA 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company? 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Poper Company? 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 


COLORADO 


Carpenter Paper Co.* 
Graham Paper Co 


CONNECTICUT 


John Carter & Co., Inc. 
John Carter & Co., Inc 


DELAWARE 
Whiting-Patterson Co., Inc. 


DISTRICT OF COLUMBIA 
The Whitaker Paper Co 


FLORIDA 
The Jacksonville Paper Co./ 
The Everglade Paper Co 
The Central Paper Co. 
The Capital Paper Co. 
The Tampa Paper Co. 


GEORGIA 


The Whitaker Paper Co./ 
The Macon Paper Co. 
The Atlantic Paper Co 


IDAHO 


Blake, Moffitt & Towne 
Carpenter Paper Co 


ILLINOIS 
Bradner Smith & Company?! ! 
Dwight Brothers Paper Co./ 
Parker, Schmidt & Tucker Paper Co 
Charles W. Williams & Co.* 
Decatur Paper House, Inc. 
Peoria Paper House, Inc. 
Irwin Paper Co. 
Cc. J. Duffey Paper Co 


INDIANA 


The Milicraft Paper Co. 
Indiana Paper Co., Inc 


IOWA 
Carpenter Paper Co 
Pratt Paper Co. 
Carpenter Paper Co 


KANSAS 
Carpenter Paper Co. 
Southwest Paper Co 
KENTUCKY 
The Rowland Paper Co., Inc 


LOUISIANA 
The D & W Paper Co., Inc. 


MAINE 
John Carter & Co., Inc. 


MARYLAND 


Garrett-Buchanan Co. 
The Whitaker Paper Co. 


MASSACHUSETTS 


John Carter & Co., Inc. 
The K. E. Tozier Co.* 

John Carter & Co., Inc. 
John Carter & Co., Inc. 


MICHIGAN 


The Whitaker Paper Co. 
Central Michigan Paper Co 


MINNESOTA 


.C. J. Duffey Paper Co. 
Inter-City Paper Co. 
Cc. J. Duffey Paper Co. 
Inter-City Paper Co. 


MISSISSIPPI 


Jackson Paper Co. 
Newell Paper Co. 


MISSOURI 


Carpenter Paper Co. 
Midwestern Paper Company! 
Acme Paper Co. 
Shaughnessy-Kniep-Hawe 
Paper Co. 


MONTANA 


Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 


NEBRASKA 


Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co.t 


NEVADA 
Blake, Moffitt & Towne 


NEW HAMPSHIRE 
John Carter & Co., Inc. 


NEW JERSEY 


Central Paper Co. 
Central Paper Co. 


NEW MEXICO 
Carpenter Paper Co 


NEW YORK 


Hudson Valley Paper Co. 
Stephens & Co., Inc. 
Hubbs & Howe Co. 
The Millcraft Paper Co. 
Aldine Paper Company! 
Forest Paper Co., Inc. 
Holyoke Coated & Printed 
Paper Co.* 
Milton Paper Co., Inc. 
Paper Sales Corporation! 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co.* 
Bulkley, Dunton, Far East t 
) Bulkley, Dunton, S. A.{ 
) Chempion Paper Corp., S.A.7 
Champion Paper Export Corp. / 
Genessee Valley Paper Co. 


NORTH CAROLINA 


Henley Paper Co. 
The Charlotte Paper Co. 
Epes-Fitzgerald Paper Co. 


OHIO 

The Millcraft Paper Co. 

The Cincinnati Cordage & 

Paper Co. 
The Queen City Paper Co.* 
The Whitaker Paper Co. 

The Millcraft Paper Co. 
Sterling Paper Co. 
The Cincinnati Cordage & Paper Co. 
Sterling Paper Co. 
The Millcraft Paper Co. 


OKLAHOMA 
Carpenter Paper Co. 
Beene Paper Co. 
Tayloe Paper Company 


OREGON 
Blake, Moffitt & Towne 
Carter, Rice & Co. of Oregon 


PENNSYLVANIA 
Kemmerer Paper Co. 
| Garrett-Buchanan Co.) 

Garrett-Buchanan Co. 

Garrett-Buchanan Co. 

Matthias Paper Corp.* 

Paper Merchants, Inc. 
Whiting-Patterson Co., Inc. 
The Whitaker Paper Co. 
Garrett-Buchanan Co. 


RHODE ISLAND 
.. John Carter & Co., Inc. 


SOUTH CAROLINA 
Epes-Fitzgerald Paper Co. 


SOUTH DAKOTA 
Sioux Falls Paper Company 


TENNESSEE 
Bond-Sanders Paper Co. 
The Cincinnati Cordage & 
Paper Co. 
Tayloe Paper Company 
Bond-Sanders Paper Co. 


TEXAS 

Kerr Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 

Carpenter Paper Co. 
Southwestern Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 


UTAH 
Carpenter Paper Co. 
Carpenter Paper Co. 
VIRGINIA 
Epes-Fitzgerald Paper Co. 
Epes-Fitzgerald Paper Co 
WASHINGTON 
Blake, Moffitt & Towne 
Carpenter Paper Company? 
Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
Blake, Moffitt & Towne 
Carpenter Paper Co. 
WEST VIRGINIA 
The Cincinnati Cordage & 
Paper Co. 
WISCONSIN 
Dwight Brothers Paper Co. 


CANADA 
Blake Paper Limited? 


THE CHAMPION PAPER AND FIBRE COMPANY 


Mills at Hamilton, Ohio. 


General Office: Hamilton, Ohio 


.. Canton, N. C.... Pasadena, Texas 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 





“At Holiday, no holds are barred 
in our effort to make direct mail 
promotion unusual and interesting 
as long as it is germane, in good 
taste and won’t ruin the budget. We 
have produced, or have under con- 
sideration, promotional devices that 
affect all of the recipients’ senses: 
taste, touch, sight, smell and hear- 
ing. There have been pieces which 
can be eaten, some which give off 


pleasant odors, others play music 
and still others have moving parts. 
We even have one in the works 
which emits flashes of light. 

“As you can see, were pretty 
well convinced that there isn’t any 
limit to the horizons of direct mail 
promotion for those who are will- 
ing to forget Standard Operating 
Procedures.” 44 


Plan for 
Creativity 


By Edward Mayer 
McCann-Erickson 
New York 


We have developed, in written 
form, a plan of creative procedure 
that seems to work. Here are some 
of the more important highlights: 


@ We suggest that, when they start 
hunting for The Big Idea, our peo- 
ple try to relate the unrelated. We 
ask them to look for dramatic 
analogies and metaphors that can 
be visualized. Relating the unre- 
lated results in the unexpected- 
and this captures attention and in- 
terest. 


@ We ask our people to try to think 
of pictures first—and words second 
—to find pictorial representation 
of what they want to say. Fewer 
words and more pictures are more 
interesting and dramatic and make 
for clarity. 


@ We ask our people to make a 
real effort to identify themselves 
with the reader. They should pic- 
ture themselves peering through 
his bi-focals—and then talk to 
themselves. 


@ We ask them to ask for help. 
Creative minds sometimes become 
blocked—or stale from too much 
pressure. We plead with them not 
to be ashamed of picking others’ 
brains. “Don’t try to be a hero,” we 
tell them. “This is a team opera- 
tion.” 

In this connection, we are great 
believers in brainstorming. It works 
wonders for us. 


® We ask our people to review 
their work all along the way, and 
to try not to become so enamored 
of their brainchildren that they can- 
not see their faults. One very sim- 


ple but astonishingly effective way 
to accomplish this is the seldom- 
practiced device of reading the copy 
aloud. There is no better way to 
determine whether the copy rings 
true. 


> We save the real clinchers for the 
last. When the job is finished, and 
the copywriter is prepared to make 
his presentation, we insist that he 
first ask himself these questions: 


1. Is this the best job you can do 
in the allotted time? If the agency 
were being judged by this job alone, 
would you feel secure? 


2. If you had to spend your own 
money to produce this job, would 
you proceed with it? 


3. Is your conscience clear about 
the compromises you had to make 
because of the client’s dictates or 
prejudices? Or should you have 
taken a stand. 44 


Americans Abroad Offer 
Foreign Mailing Service 


A service that will send your 
mailings from any of the principal 
capitals of Europe’ has_ been 
launched by the Merle Blair Agen- 
cy, Garmisch, Germany. 

Formerly located in Oakland, 
Cal. from 1947 to 1957, the agency 
reports that the lower printing and 
production charges abroad can re- 
duce over-all mail costs to less than 
that of US. 
mail. 

Postage rates to the U.S. from 
France, England, Germany and 
Switzerland, as quoted by the agen- 
cy, are 1.9c to 2.3c on advertising 
mail up to 1.75 ounces. 

Complete 


domestic advertising 


information is avail- 











more returns 
because they’re 
opened more 
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Display Window 


ENVELOPES 


More of your mail gets opened 
—more gets read—and more re- 
turns come back to you when 
you use a Tension Display Win- 
dow Envelope. Your envelope 
stands out from the crowd. It 
creates immediate interest. It 
motivates your prospect to 
“come inside” and read your 
sales offer. 


Tension know-how offers you 
a display window die-cut in al- 
most any shape—in any posi- 
tion. And Tension assures “per- 
imeter sealing” of the window 
patch for smooth, snag-free 
insertion. 


ENVELOPES + TENSION ENVELOPE 


Tension Envelope Corp. 
815 East 19th Street 
Kansas City 8, Missouri 


iene Em elk EP au ene ee ieee S3adO 


Please send me, without obligation, 
free samples of Tension Creative De- 
sign Display Window envelopes used 
by other firms in our field. 


Name 
Title 
Firm Name 


Address 


Satish. ENVELOPES - TENSION 


S3dGO13AN3 NOISNGIL: 


City en Se 
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AT NO EXTRA COS 


YOU GET 
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NATURAL COLOR POSTCARDS 
BY COLOURPICTURE 


1, COMPLETE CREATIVE SERVICE — 
from idea to finished product. 

, TOP QUALITY — Plastichrome 
offers the finest reproduction you 
can buy. Winners of Lithogra- 
phers’' National Association 
Award the last four years. 

, SERVICE — prompt, efficient de- 
livery when you need it. 

. VERSATILITY — a complete as- 
sortment of postcards, albums, 
folders, broadsides and brochures 
from — 24%," x 342" to 21” x 22”. 

. PRICE — a complete sales pro- 
motion campaign for a penny or 
less per piece. 

WRITE FOR COMPLETE DETAILS AND IDEA FILE 


COLOURPICTURE PUBLISHERS INC. 


Dept. B-1 400 Newbury Street, Boston 15, Mass. 





Every Monday, tersely reported, 
all that’s new concerning adver- 


tising, marketing, merchandis- 
ing, sales promotion, research, 
media, copy, art, typography, 
television, radio, ete.—in Adver- 
tising Age, The National News- 
paper of Marketing, the most 
widely read of all publications 
dealing with advertising and 
selling. One year’s subscription 

52 idea-packed issues only 
$3, which is less than 6c pet 
week, Mail 
trial. 


coupon below for 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11 
Enter by 1-year (52 issues) trial order 


for only $3. I must be satisfied or my 
money back 


NAME TITLE 

COMPANY 

STREET 

CITY , z STAIE 
$3 enclose Bill me Bill firm 
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able from Merle C. Blair Advertis- 
ing, Angerstrasse la, Garmisch, 
Germany. 44 


Low Cost Mailers 
For Local Promotion 


An ingenious plan, recently intro- 
duced by Share-the-Cost Promo- 
tions, New York, offers the small 
advertiser a mailing piece designed 
to his requirements at a cost that is 
estimated by the supplier at 60 to 
70% of the usual budget. 

As an example of the technique, a 
circular for liquor stores is avail- 
able which has been preprinted in 
color, and to which the specific in- 
formation can be added in black. 
The design is such that a variety of 
products or layouts can be used 
with the same color background. 
Some artwork is supplied for the 
black plate. 

Circulars are being prepared for 
a number of retail fields, and can be 
supplied, ready for addressing, for 
approximately $12 per thousand. 

Samples and details are available. 

- for more details circle 719, page 105 


Friden Booklet Explains 
IDP Products in Action 


The many practical applications 
of its products in “integrated data 
processing” are detailed in a com- 
prehensive booklet from the Friden 


By Leonard J. Raymond 
President, Dickie-Raymond Inc. 
Boston 


Our research studies have turned 
up some impressive facts—facts 
which proved that letters and pro- 
motional literature can implant an 
effective sales and advertising mes- 
sage in the minds of an amazing 
large number of readers. And, per- 
haps, most important, succeed in 
accomplishing this even though at 
that particular time they are not 
ready to buy, or even to talk about 
a certain product or service. 

Take the case of an inquiry-get- 
ting booklet mailing to 200,000 ex- 
ecutives, representing potential in- 
ternational air travelers. Requests 
for further information brought a 
most satisfying 3° direct response, 
which supplied our client with over 
50,000 good leads for sales follow- 
up. 

But—and here is the point—the 


Calculating Machine Co., Roches- 
ter, N. Y. 

Entitled “Friden IDP Products in 
Action,” the booklet is filled with 
illustrated explanations of in- 
tegrated data processing applica- 
tions involving not only the Fri- 
den Flexowriter automatic writing 
machine but many other tape-op- 
erated machines. Such functions as 
order invoice writing, purchase or- 
der writing, and accounts payable 
are all included with accompany- 
ing, full-page flow charts and con- 
cise descriptions of the operation 
involved. 

A copy is available. 

+ + » for more details circle 717, page 105 


Envelopes With Strip 
Open by Quick Zip 


Neater and easier envelope open- 
ing is available with the new “Zip- 
Strip” envelope by the Cupples- 
Hesse Corp., St. Louis. 

The strip that zips is a perforated 
section at the left side of the en- 
velope imprinted with easy-to-fol- 
low instructions of “Please Tear 
Here.” 

They were developed to promote 
personal letter opening by the pros- 
pect for which the message was in- 
tended instead of by his secretary. 


Samples and details are available. 
- for more details circle 718, page 105 


readership survey divulged that al- 
most 100,000 executives—or one- 
half of the total group—had read 
the booklet and retained central 
thoughts contained in it, even to 
the point of direct quotation. 


> In a recent mailing which offered 
a helpful booklet to business ex- 
ecutives, we found that of the 
sample surveyed, 86°. recalled the 
letter in the mailing and 72°, of 
those had read some or most of it. 
In other words, approximately 62% 
of the list. Projecting the sample 
results over the client’s entire list 
of about 400,000 names, we find that 
almost 250,000 had read some or 
most of the offering letter. 

Since the letter naturally con- 
tained product information, our 
client conveyed an_ advertising 
message to nearly a quarter of a 
million business executives—in 
addition to producing the expected 
percentage of high-quality leads. 4¢ 





New Postal Rates 

The new postal bill, signed by Pres. 
Eisenhower, establishes new rates 
for first, second and third class 
mail, as well as making some other 
changes that will affect mail users. 
Here is a brief summary of the 
rate changes. A more detailed ex- 
planation of the provisions of the 
bill, with 


emphasis on_ those 


changes that offer advertisers great- 
er scope, will appear in our August 
issue. 

First Class (effective —, 1) 


New 
eS eee de 
Postcards ’ 
Airmail letters 

Airmail posteards . .4e¢ DSc 


Third Class (effective Jan. 1, 1959) 
Bulk 


Circulars, ete. ...14c/Ib. 16 
2c 
2lse 
(on July, 1960) 
Catalogs 10 
Non-profit 50% 
bulk rate 
Odd size < 6 
There was also an increase in the 
rates for second class publications 
and controlled circulation publica- 
tions. 


New Adman’s AdverKit 
ls Bigger and Better 


If you’d like to use more show- 
manship in your direct mail, but 
limited as to budget, a peek into 
the new “AdverKit’—the packet of 
impact mail pieces with built-in 
ad ideas—might be of interest. 

Produced by American Mail Ad- 
vertising Inc., Boston, the new 
AdverKit is bigger and better than 
ever with several new features. 

A folder is available. 


- for more details circle 716, page 105 


Auto-Typist Device 
Counts and Stops 


A new device for auto-typist 
equipment that counts the number 
of lines as they are typed and stops 
the typing at any pre-set line num- 
ber has been introduced by the 
American Automatic Typewriter Co. 

Designed to eliminate the need 
for operator attention in stopping 
the typing at the bottom of each 
page, the device is especially use- 
ful where two or three-page letters 
are being automatically typed. 

It can be set to shut off on any 
number of lines from 1 to 60, and 
can be installed on any Selector 
Model Auto-typist. 


- for more details circle 720, page 105 
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Leaders look to 


CUPPLES-HESSE 


for fine quality 


paper products 


Cupples-Hesse’s design and 
engineering departments have 
consistently solved difficult 
problems in producing fine 
quality paper products for many 
of America’s most prominent 
corporations. 


If you have a tough problem 
concerning the effective use of 
envelopes, tags, cups or waxed 
glassine bags, you'll find the 
answer at Cupples-Hesse. 


Cupples-Hesse’s creative staff 
will welcome the opportunity to 
work with you in developing 
paper products that will reflect 
the prestige and quality of 
your products. Write today. 

No obligation 


CUPPLES-HESSE CORPORATION 
4110 N. Kingshighway, St. Louis 15, Mo. 
EVergreen 3-3700 


CUPPLES-HESSE CORP. of Michigan 
3635 Michigan Ave., Detroit 16, Michigan 
TAshmoo 6-7360 


CUPPLES-HESSE CORP. of lowa 
1485 Keo Way, Des Moines 14, lowa 
ATlantic 8-5737 
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ITS PROPER USE WILL 
LOWER YOUR COSTS AND 
INCREASE YOUR PROFITS! 


Hit the bulls-eye everytime! Use Specialty and 
Calendar Advertising, the controlled, selective, and lasting 
advertising medium that permits you to aim each and 
every advertising shot for telling effect. 

You can hit any specific marketing target just as 

hard as you want. For results without waste, plan 

your campaigns at the “person-to-person” level 


using Specialty Advertising. 
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ADVERTISING SPECIALTY NATIONAL ASSOCIATION % 


1145 19th Street, N.W. Washington 6, D. C. 
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A Basie Guide to 
Specialty Advertising 


Buisiaaapy Aypoireds 


© Why specialty advertising has become a major medium 
® How to develop an effective specialty advertising program 


®@ A checklist of typical advertising specialties 


There is probably no advertising medium which is 
more commonly used, yet less understood, than spe- 
cialty advertising. Even though $500 million is 
spent annually for specialties, and well over 50% of 
American businesses use them today, very few ad- 


an advertising message imprinted on it. It is usually 
distributed to customers and prospects by business 
men to promote good will, with no specific obligation 
attached. 

Unlike premiums, which are usually obtainable 
only after fulfilling some specified obligation, such 
as sending in a boxtop, buying a specific product, or 
at least making a visit to a store, an advertising spe- 
cialty is invariably distributed free. In most cases, 
specialties also differ from premiums in that special- 
tles are imprinted or in some other way carry adver- 


men have more than a vague notion about this far- 
from-small medium. 

One of the reasons why specialty advertising is 
“little known” in comparison with other media is 
that many regular users don’t even realize that they 
are using an advertising medium at all. Yet, there 


are few businesses which have not, at some time or 
another, sought to influence customers and prospects 
through the use of specialty advertising. 


> An advertising specialty is a useful product with 


tiser identification. 

Actually, the very same product is frequently 
used both as a premium and a specialty the only 
difference being in the method of distribution and 
whether or not it is imprinted. This is becoming in- 


ee @ This is the seventh in a monthly series of bonus features for AR 
readers. Material for this article was selected from a number of articles 
published during AR’s first five years including “The New Look in Adver- 
tising Specialties” (March 1953); “The Public’s Preference in Calendars” 
(Feb. 1953): “How Advertisers and Agencies Buy Specialties” (March 
1955): “The Role of Advertising Specialties in Selling” (March 1955); 
“Specialties Put the Personal Touch in Advertising” (July 1955); *°A Basic 
Guide to Advertising Specialties” (March 1956); plus material gathered 
from other AR reports and our extensive file of reference material. Special 
information was supplied by Advertising Specialty National Assn., Adver- 
tising Specialty Guild of America, and Advertising Specialty Institute Inc. 
In addition, the manuscript was sent to more than 50 specialty advertising 


experts for their comments before final editing. 








creasingly common as more and more brand name 
items are put to use both as premiums and special- 
ties. 


> There are three basic categories of specialty ad- 
vertising: 


1. Advertising specialties ... An advertising special- 
ty is a relatively inexpensive item produced for mass 
distribution. There are many thousands of items in 
this class, such as ash trays, bottle openers, memo 
books, pencils, ballpoint pens, blotters, coin purses, 
balloons, drink stirrers, emery boards, rulers, key 
tags, etc. 


2. Calendars ... Most commonly used of all specialty 
advertising is the calendar. At least one calendar 
for each man, woman and child in this country is 
produced yearly. There are calendars for the office, 
the home, the garage, the pocket, the schoolroom, 
the factory, and even the car. Many are produced as 
a special feature of some other utility item such as 
a memo pad, a “how to do it” guide, a desk item, 
etc. 

3. Executive gifts Executive gifts are distin- 
guished from other specialties mainly by price. An 
executive gift may be imprinted or personalized, but 
usually is not. In either case, it is designed to serve 
as a constant reminder of someone’s thoughtfulness. 


>If you don't think specialty advertising is an 
effective medium, just look through your own pock- 
ets. Then glance around your office, home and car. 
You'll find an advertising specialty. More likely, 
you'll find more than a dozen. 

In your own pockets, you'll probably find a wallet, 
cigaret lighter, key case or chain, pen, pencil, memo 
book, pocket knife, book matches, etc. You're highly 
unusual if not one of them has been presented to 
you as an advertising specialty. 

How about your desk? Check your pencils, pen, 
memo pad, blotter, letter opener, ash trays or that 
assortment of “just in case” items which repose in 
the center drawer. Any specialties here? 

When you go home this evening, look around. Is 
there a calendar in the kitchen? How about the bot- 
tle openers, ash trays, thermometers, ice pick, pen- 
cils and those odds and ends that fill the children’s 
rooms? 

Check the car, too. Plastic windshield scrapers, 
visor mirrors, first aid kit, whisk broom, etc. Prob- 
ably all advertising specialties. 

Yet their usefulness frequently causes us to forget 
that such items are really advertising, even though 
we are exposed to their sales messages many times 
a day and frequently for many years. 


> In determining why specialties have come to play 
a major role in the advertising field, it is useful to 
examine their distinctive qualities: 
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e First of all they are useful items. The whole point 
of giving an advertising specialty is that the recipient 
is getting a bonus for looking at the advertiser’s mes- 
sage. 


@ Specialties provide repetitive advertising as no 
other medium can. Every time someone picks up a 
pen or pencil advertising a bank, or opens a bottle of 
beer with an opener provided by a brewery, he is 
exposed once again to the advertiser’s message. 


@ Specialties are inexpensive. Users need not engage 
in high-priced campaigns to obtain the desired re- 
sults. Combine this with the fact that repetitive ad- 
vertising is provided with no more than the initial 
cost of the item and the price is extremely low per 
impression. 


® Specialties hit the target without waste of time, 
effort or money. The advertiser is in full control of 
his promotion. He chooses his prospects and tells his 
story directly to them. 


® Specialties fit into varied media advertising cam- 
paigns. They are not competitive with other media 
and do not duplicate cost, method or market. They 
provide an added element of personal contact usually 
for extended periods. 


® Specialties provide tangible compensation for the 
“invasion” of an advertising message. 


> With these attributes, advertising specialties fit into 
a number of different advertising situations. Here are 
some of the most common situations and the way 
specialties are used: 


Attracting New Customers 


e By distributing to specific lists of prospects, such 
as to new brides, new mothers, graduates, new 
move-ins, particular groups of businessmen, club 
members, etc. 

e By distributing to people who are “centers of in- 
fluence” and who would be in a position to recom- 
mend the advertiser. 

e By giving quantities to employes or old customers 
to distribute to their friends and relatives. 

e By distributing through non-competitive busi- 
nesses whose customers are also the advertiser’s 
prospects, such as a local restaurant placing spe- 
cialties in motel rooms. 

e By distributing through routemen to neighbors of 
present customers. 

© By distributing to people who are in or near the 
place of business, and may need the services of such 
a business at a later date. 

e By including as part of direct mail campaigns. 


Getting More Business from Present Customers 


e By distributing as “thank yous” on occasions like 
Christmas, birthdays, anniversaries, etc. 

e By placing at the “point of decision” so the ad- 
vertiser’s name and phone number are always handy 
and prominent. 

e By distributing as an order acknowledgment. 

e By distributing to inactive accounts inviting them 
to “come back.” 

e By distributing as a reorder time reminder. 
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@ By leaving behind after each service call. 

e By distributing as a reminder of another year of 
satisfactory service. 

© By using to publicize auxiliary services unfamiliar 
to regular customers. 

e By using as a “key to special service.” 


Opening Doors 


¢ To distribute by routemen or salesmen as they 
introduce themselves to housewives. 

¢ To distribute by salesmen to reduce the resistance 
of receptionists and to introduce themselves to pros- 
pects. 

e To pave the way for a welcome reception by dis- 
tributing in advance of any sales call. 


Publicize Useful Information 


e To present any reference information that pro- 
motes the use of the advertiser’s products or service, 
in a form in which it will be kept — such as useful 
charts or dials, lists or lines or products carried, lists 
of branches and phone numbers, maps of territories 
covered, lists of uses of products, etc. 

e To present any interesting or useful information 
that is needed by the advertiser’s prospects and will 
prolong the life of the specialty such as local 
sports schedules, calendars, lists of holidays, mathe- 
matical charts, emergency phone numbers, local 
mileage charts, local meeting dates, etc. 


Improve Public Relations 


e By distributing at school, church, association or 
children’s gatherings. 

e By using to promote safety, charitable appeals, 
local commerce, patriotism, church attendance or 
other worthy causes. 

e By distributing to children to keep them occupied 
while the parents are shopping or otherwise engaged. 
e By presenting to people who are inconvenienced 
by an activity of the advertiser. 


<is/ BEST OF AR 
REPRINTS 


AVAILABLE 


Reprints of all articles in this ‘Best of AR’ series 
will be available immediately following publication. 
Single copies can be obtained for 25c each; lots of 
10 of any one reprint, 20c each; lots of 50 or more, 
15¢ each; lots of 100 or more, 12 ac each. Presently 
available are: 


301 ..A Basic Guide for Paper Buyers 

302 ..A Basic Guide for Better Advertising Photos 
303 ..A Basic Guide to Business Films 

304 ..A Basic Guide to Direct Mail 

305 ..A Basic Guide to Display Typefaces 

306 ..A Basic Guide to Packaging 

307 ..A Basic Guide to Specialty Advertising 

Order by number from Reprint Editor, Advertising Re- 
quirements, 200 E. Illinois St., Chicago 11. Please 
enclose payment if your order totals less than $2. 


@ By presenting to people who serve as unpaid help. 
e By distributing for use by “thought leaders” such 
as the press, clergy, civic officials, etc. 


Improve Employe Morale 


e By distributing as “thank yous” on occasions like 
Christmas, birthdays, anniversaries, etc. 

e By giving to employes as “partners” to distribute 
to their friends and relatives. 

e By awarding in return for good suggestions, spe- 
cial service, merit or courtesy. 

@ To publicize employe benefits. 


To Announce or Commemorate 


@ To announce any business event such as an 
opening or remodeling, an anniversary or award 
presentation, etc. 

e To announce, and stimulate attendance at, trade 
show exhibits, home show exhibits, special sales, etc. 


Other Jobs 


® To collect delinquent accounts. 

© To thank suppliers, deliverymen and others for 
good service. 

© To solicit employment applications. 

e To offer in return for correcting a name or address 
on a mailing list. 

¢ To offer in return for filling out a questionnaire. 
e For use by clubs as awards for service, as door 
prizes, as presents to outgoing officers, as mementos 
to speakers, as souvenirs of affairs, ete. 

® For use by private parties as personalized or auto- 
graphed souvenirs, as mementos of special events. 


> Actually, these are but a few of the many applica- 
tions of specialty advertising. But in spite of the 
hundreds of specific purposes which can be pinned 
down, specialties are still most frequently used with- 
out any specific purpose in mind. Far too frequently, 
somebody decides “we ought to have a few things to 
give away’ and these are used for whatever purpose 
happens to come along. 

Like other advertising media, however, maximum 
effectiveness comes through first setting objectives 
and then selecting specialties designed to fulfill those 
objectives. These typical case histories indicate how 
specialties can do an effective job when aimed at 
specific targets: 


e A machine tool manufacturer found that purchas- 
ing agents were becoming increasingly harder to see 
during a recession period. It was decided that a 
friendly receptionist could save salesmen’s time by 
cooperative searching for the buyer rather than in- 
dicating only that “he is out of his office.” 

Salesmen were given letter openers with magnify- 
ing glasses carrying the message, “We appreciate 
your courtesy and help.” Also imprinted was the 
company and representatives’ names. These 
presented to receptionists. 

The salesmen found that on second or third call 


the receptionists remembered them and would help 
secure interviews. 


were 


e A hair tonic company expanding distribution 


through barber shops wanted to generate brand 
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name and product recognition, and at the same time 
pique customers’ curiosity so that they would ask 
their barber about the product. 

In conjunction with easel placards, imprinted 
pocket combs were distributed through the barber- 
shops. The combs were given to customers by the 
bootblack as they came into the barbershop and sat 
down to wait their turns. 

Jobber salesmen reported greater ease in introduc- 
ing the tonic and quicker reorders in cities where the 
combs were used than they did in those cities where 
distribution was started without combs. 


® Through mergers, a manufacturer ended up with a 
greatly expanded line of related products. In general, 
a customer for the company’s original product was 
also a prospect for its new items. The problem was 
to establish the fact that all of the items were now 
available through a single supplier. 

The company selected a daily date desk calendar 
with protruding tabs so that each month could be 
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dialed like a telephone number. Each tab provided 
space for copy describing one of the items in the 
company’s expanded line. 

After the calendars were put to use on engineers’ 
and purchasing agents’ desks, company representa- 
tives and distributors found that they were frequent- 
ly asked about the related items which had been 
added to the line. 


» A good example of planned use of advertising spe- 
cialties was described in a July 1955 AR article, 
“Specialties Put the Personal Touch in Advertising.” 
This article described the use of specialties by Kasle 
Steel Corp. of Detroit, which devotes 60°% of its ad- 
vertising budget to this medium. 

Kasle is a distributor of steel and aluminum mill 
products, selling “every place there is a smokestack” 
in its area. The company’s 40 salesmen, however, 
seldom finish up a call with “order in hand.” The 
nature of the business is such that the customer nor- 
mally phones the company when he wants its prod- 
ucts. So it is necessary to impress the firm’s per- 
sonality favorably and lastingly upon prospects’ 
memory. 

To do this, salesmen leave a selected specialty with 
each customer about every second trip. Three types 
of specialties are used: 
© Something that will show the company’s product 
in use. 


Advertising Specialty Checklist 


There are literally thousands of different advertising special- 


mo 


ties. The following checklist provides a cross-section of the 
items which are available through specialty advertising 


cou nselors. 
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e A gimmick that will help to make the order-plac- 
ing almost automatic. 

e A product that the purchasing agent will want to 
take home. 

Often these classifications will overlap in practice 
— which is good, Kasle feels, since one specialty can 
thus serve two purposes. While there are no really 
hard and fast rules about specialty selection, Kasle 
usually bases its choices on the following criteria: 


e “The choice must either have a great deal of 
utilitarian value or be so non-useful that it is just a 
conversation piece,’ said Leonard Kasle, vice-presi- 
dent in charge of marketing. “We seek something 
that is uniquely utilitarian — or just the reverse.” 
There is little attempt to combine the two opposite 
aspects effectively, thereby avoiding an indecisive 
compromise item which would just be “another give- 
away.” 


® Humorous type items are carefully avoided 
and that applies even more strongly to anything re- 
motely suggestive or smutty. 


e Preferred items are those which the recipient will 
want to have and to take home. It is desirable to 
have something that the individual will like to have 
his family know about, to say, “Look what Kasle 
gave me today” — something that will enhance his 
status with his family. 


® The cost must be so low that the gift cannot in any 
way create the idea on the recipient’s part that there 
is any obligation to buy from the giver. Kasle’s items 
range from 10c spent for some novelty cuff links to a 
maximum of $1.50. The average is around 50c. 


e If the product is designed for a non-business use, 
“we want him to remember us personally,’ said 
Leonard Kasle. Hence no company name is placed 
upon such items — the impression must be in the 
customer’s mind, not shoved before his eyes at home 
People don’t like to have commercial labels blatantly 
placed on nicknacks in their home. For office use, 
where name, address and phone number can serve a 
definite business convenience to the customer, they 
are welcome. Scratch pads, matches and a phone 
cradle are typical items which bear the Kasle name. 


e “Aim at the person,” says Kasle. Thus the com- 
pany takes special pains to see that the recipient can 
use what he gets. There is litthe business sense in 
giving golf tees to a man who doesn’t even play the 
game. 


> There have been a number of trends during the 
past few years which indicate that greater attention 
is being given to effective use of specialty advertis- 
ing. Much of the progress has come as a result of in- 
ternal upgrading in the industry. 
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In many ways, the industry is unique. Specialties, 
for the most part, are sold through advertising spe- 
cialty distributors of one form or another. As in 
every other industry, there are order-takers, ag- 
Par- 
ticular industry emphasis these days is being given 
to the advertising specialty “engineer” - 
called specialty counselors. 


gressive salesmen, specialists and “engineers. 
- frequently 


Not long ago, the vast majority of specialty sales- 
men were just that salesmen. Through special 
effort by the industry’s trade associations, however, 
the more progressive specialty distributors have 
recognized that advertising is an idea business and 
that they must sell not only merchandise, but ideas 
as to how it can be used effectively. 

In every area today, there are specialty advertis- 
ing counselors who have taken on the function of 
developing complete coordinated promotion pro- 
grams built around effective use of specialties. Since 
these counselors carry literally thousands of items in 
their lines, they are able to select the right specialty 
to fit almost every situation. 


> A number of leading specialty counselors have also 
taken the initiative in working with national manu- 
facturers in developing coordinated programs for 
the manufacturers’ dealers, distributors, agents and 
field forces. Whereas advertising specialty purchas- 
ing was formerly primarily a local operation, where 
orders were relatively small and provided specialty 
salesmen with too minute a profit margin to permit 
any extensive counseling on proper use of special- 
ties, coordinated national programs offer sufficient 
income to encompass the cost of detailed counseling. 

A number of counselors have developed programs 
which even relieve manufacturers of all related pro- 
motion costs. A typical program will work like this: 


1. The counselor will meet with the advertising or 
sales promotion manager of the manufacturer and 
review promotional problems which can be solved 
through use of specialty advertising. Quite frequent- 
ly the review will be in conjunction with the de- 
velopment of the company’s total advertising pro- 
gram for the coming year. 


2. The specialty counselor will then prepare all of 
the promotion materials necessary to “sell” dealers, 
distributors, agents and field forces on buying and 
using specialties on a local or regional level. 


3. Arrangements will be made to offer the chosen 
specialties at lower, high quantity prices possible 
through combined orders on a national level. This 
provides additional incentive for adoption of the co- 
ordinated national program, rather than buying spe- 
cialties on a local level where prices are likely to be 
higher due to smaller quantity orders. 
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4. Orders from the field will be placed directly with 
the advertising specialty counselor, who bears full 
responsibility for all details of coordinating orders, 
placing them with advertising specialty manufactur- 
ers, shipping, billing and collecting. 


S. The counselor provides periodic reports to the 
advertiser as to who has ordered how many of which 
specialties, etc. 


6. The counselor and manufacturer continue to 
work together to keep the specialty program up-to- 
date, add new items when necessary, eliminate items 
which are not receiving adequate acceptance from 
the field, arrange special promotions, ete. 


7. The manufacturer frequently is relieved of any 
actual expense, including that for promoting the 
program. Where cooperative advertising programs 
exist, the manufacturer pays only a single fee to the 
counselor at periodic intervals based on the estab- 
lished percentage arrangement, rather than rebating 
to each dealer. 


Many variations of this arrangement have been 
worked out by specialty counselors. 


» Most specialty advertising counselors serve a local 
or regional area, but there are several who have 
representatives located throughout the country. Most 
counselors do little if any manufacturing. However, 
through established industry channels, each coun- 
selor has access to the specialized facilities of hun- 
dreds of manufacturers. 

In addition, specialties are available through two 
other primary sources. There are a number of so- 
called “direct selling” companies manufacturers 
who have their own sales forces. Most of these com- 
panies operate on a national basis and account for a 
substantial percentage of the industry’s annual vol- 
ume. 

Then too, there has been an increasing interest in 
the specialty advertising field among national brand 
companies. While many of these work through spe- 
cialty counselors, others deal directly with buyers. 

The movement into the specialty field by name 
brand manufacturers is another of the key trends of 
today. In former years, few such manufacturers 
“dared” to let their brand names become associated 
with the specialty industry for fear of protest from 
their regular dealers and distributors. But with the 
coming of the discount house and the disappearance 
of “fair trade,” the impressive volume of the special- 
ty industry has attracted a number of major manu- 
facturers who have set up special divisions to offer 
their products as an advertising medium. 

The net effect of this development has been an 
upgrading of the entire specialty field. In recent 
years, the cheap imitation of recognized products has 
been rapidly disappearing from the picture and few 
advertisers are willing to gamble on establishing 
good will among prospects and customers with less 
than a well manufactured specialty. 44 
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Before you run your next con- 
sumer contest, better read this 
Piece of sound advice from a 


man who has learned the hard 
way. 


By Robert F. Degen 
Vice-president, Ted Bates & Co. 
New York 


There are several important con- 
siderations to keep in 
working up a contest. Most im- 
portant the state and federal 
regulations against lotteries, and the 
Federal Trade Commission's views 
on the proper conduct and adver- 
tising of contests. For example: 


mind in 


are 


1. The closing date must be fixed 
and announced. 


2. All 
scribed. 
prizes 
ties. 


prizes must be 
Provision 


must be 


fully de- 
duplicate 
event of 


for 
made in 


3. All rules must be specific. 


4. There must be no element of 
chance or lottery, where contest 
requires proof of purchase to enter. 
5. Post Office must be 


before embarking on 
that uses the mails. 


consulted 
any contest 


6. Individual publications, as well 


as radio and tv stations, impose 


How to Plan and Run 
Successful Contests 


certain requirements that should be 
cleared in advance if the 
such media is contemplated. 


7. Finally, contests should help 
sales as directly as possible—which 
is the reason for requiring proof of 
purchase—such as a boxtop. 


use of 


>» Considering the detail and work 
involved in preparing a contest—as 
well as the cost of advertising and 
promoting it, the cost of handling 
entries and the judging, etc.—why 
in the world does a manufacturer 
want to run a contest? Frankly, 
about all he is doing is spending 
money to advertise the giving away 
of money or products of some other 
manufacturer, as prizes. 

When you the question 
“why a contest—what’s the objec- 
tive?” youll usually get answers 
like these from the advertising or 
sales managers: 


raise 


1. Its a change of pace from our 
straight consumer product sell ad- 
vertising. 


2. We need a contest to pep up our 
salesmen and excite the trade to 
get behind our product. We can't 
be giving a “price off’ deal or do 
couponing every quarter—we have 
to have something new, like a con- 
test or good self-liquidating pre- 
mium, periodically. 


3. We can get store displays and 
newspaper features on the contest 
and have something different to 
talk to the trade about. 


4. We'll 
product. 


get new users for our 


5. We'll get increased business from 
our trade by their 
contest. 


tieing-in with 


The question I would like to raise 


is—“do they?” and if 


they do, 
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“What does it cost?’ One of the 
hardest jobs I know of is to eval- 
uate the success of a contest. All 
kinds of factors enter into it. 


> Contests seem to go in waves. 
There is a run on them for a while 
and then they slow down, only to 
rise up again at a later date. Right 
now, we are in a contest period. 
Maybe because of unemployment, 
people have more time to work on 
a contest—or the high cost of living 
is making people look for ways of 
getting extra money. 

But if we are going to run a con- 
test, let's see if we can’t do the 
best job possible to make the con- 
test produce increased sales, which, 
after all, is the test of all advertis- 
ing and sales promotion. 

Let’s start with the idea. The 
creation of the idea and the pres- 
entation of the contest, whether in 
print or on radio or tv, is as im- 
portant in my opinion, as the basic 
idea for a product advertising cam- 
paign. It needs to be thought out, 
worked over and consumer tested, 
the same as any 
idea. 


consumer copy 


» Many contests have failed because 
they were too difficult, took too 
much time and thinking on the part 
of the consumer, or the prizes were 
not worth the effort. People enter 
a contest to win a prize, so give 
them the kind of prizes they want. 

What about the requirements for 
entering the 
has shown that 
produces the greatest returns—as 
naming a baby—or an animal. Writ- 
ing the last line of a jingle is al- 
ways an effective of getting 
entries. But if the requirement is 
“25 words why I like . ’ this re- 
quires effort on the part of the con- 
testant and returns are not nearly as 
great as the “naming” or 
contest. 


contests? Experience 


something “easy” 


way 


“jingle” 


And in contests where “proof of 
purchase” 


is required, returns are 
always 


considerably smaller than 
returns in contests that do not have 
this requirement, but say—*Noth- 
ing to buy—no strings attached etc.” 
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The Hit Parade of 
Advertising Tie-ins 


By Edward Tabibian 

Sales Promotion Manager 

Birds Eye Division, General Foods Corp 
White Plains, N.Y. 


A lot has been said about the 

principles of marketing as they ap- 
ply to campaign plans. Three basic 
principles are: 
1. A campaign should reach the 
greatest number of people with the 
strongest possible impact, at the 
lowest possible cost. 
2. Motivate the greatest number of 
these people to buy your product. 
3. Influence the greatest possible 
number of these people to continue 
to buy your product. 


>» Let's take a look at tie-ins and 
see how they fit in with these prin- 
ciples 


e A productive tie-in often offers 
increased through ex- 
panded advertising promotion, sales 
and publicity efforts. 


e A productive tie-in often pro- 


messages 


vides a new approach and an in- 
centive which motivates immediate 
action. 


In presenting material on how to ar- 
range advertising tie-ins at the SPEA 
convention, Mr. Tabibian came up with 
a highly effective technique. In addition 
to colored slides, he used a tape record- 
ing of familiar tunes to establish each 
point. He turned the session into a “Stop 
the Music” guessing game by playing a 
brief portion of each tune and then call- 
ing upon the audience to shout out the 
title. 
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If you want a tie-in to play happy music on 
the cash register, try one of these techniques 
developed by a man with long experience 


in the field. 


e A productive tie-in influences re- 
peat purchases several times during 
the campaign period, and very often 
turns a_ casual 
steady one. 


customer into a 


> Let’s take a look at some of the 
basic types of tie-ins: 


e “Me and My Shadow” ... The 
point here is that a productive tie- 
in can be as close to you as your 
own shadow. For example, two dif- 
ferent products under the same 
brand name might be naturals to- 
gether. If you can bring them to- 
gether, and develop an_ over-all 
theme with an idea behind it, you 
can have a very easy tie-in to get 
off the ground, and often a very 
productive one! 


@ “Right in Your Own Back Yard” 

Sometimes a tie-in possibility 
may not be as close as your shadow, 
but before you start reaching for 
plums on the outside, take a look 
around you. You might have those 
famous “acres of diamonds” right 
in your own back yard. 

By that I mean an inter-company 
tie-in where products of one di- 
vision tie-in with products of an- 
other division. The beauty of these 
types of tie-ins is that they can be 
handled very effectively without 
much, if any, time lost away from 
the office, especially when both of 
the participating products are in 
the same building under the same 
roof. 


e “Anniversary Waltz” ... The 
point here is that a very productive 


tie-in often develops when it is 
built around an occasion. One very 
natural occasion is an anniversary. 
Everybody’s got ‘em, and when you 
get ‘em, it pays to promote ‘em! A 
natural tie-in is offered by the 
symbol of the anniversary. 


@ “Mutual Admiration Society” 
Its a mutual 
when two 


admiration 
different products or 
companies have a common objec- 
tive and they pull together to 
achieve their goal. For example, 
home freezer manufacturers and 
frozen food packers have mutual 
interests. 


society 


One of the purposes of tieing two 
companies together is to get maxi- 
mum effort in promotion, publicity, 
and_ selling effort. A program 
doubles its effectiveness when the 
two sales forces are selling towards 
a mutual objective. 


© “Somewhere Over the Rainbow” 

Somewhere over the rainbow 
a gal is dreaming of things she'd 
like to own, things she’d like to do. 
Show her that her 
come true 


dreams can 
-or at least show her that 
you're trying to make her dreams 
come true, and youve got a gal 
on your side. 

It's a known fact that travel is a 
wanted item and in a follow-up 
program, we found that overseas 
travel was becoming increasingly 
popular. If we could single out one 
country overseas, which one would 
it be? People are interested in Italy, 
Spain, Norway and France. How- 
ever, there is one country that 
seems to get a positive reaction 
from all—Switzerland [Based on a 
survey conducted for Birds Eye]. 





e “Sunny Side of the Street” . 
The “sunny side” is the popular 
side and this idea of the tie-in is 
to tie in with the most popular 
thing of the day. It can be a fad, 
a major event, an idea, or an item 
—that is going to be launched with 
crash advertising. 

For example, when we found that 
color tv was going to be launched 
with a multi-million dollar cam- 
paign in 1956, we immediately 
crossed over to the “sunny side of 
the street” and worked up a pro- 
gram so we could share in the sun- 
light that would be 


color tv. 


beaming on 


e “Small Fry” ... This means the 
youth market. I like to think of 
the youth market as a right-angle 
market. One arm of the angle 
reaches up to influence the parent, 
the other arm reaches out to in- 
fluence other children of the same 
age. 

The subliminal approach may 
have certain merits, but  there’s 
nothing like a direct approach to 
make a hit with the small fry. 


e “They ll Never Believe Me” . 
The reason is that when a promo- 
tion breaks, things are expected to 
happen, product to move, carloads 
are expected to roll, dealer adver- 
tising is expected to break loose— 
but what actually happens is often 
a case of opinion rather than fact. 
That’s why it’s a good idea to docu- 
ment your promotion from start to 
finish and as soon as it is over, plan 
a complete presentation with a full 
report on what happened to your 
management. 

A documented record should in- 
clude advertising, promotion and 
sales results from all sales super- 
visors involved, plus an over-all 
report from each of the district 
managers. Results should be tabu- 
lated not only on a during-the-pro- 
motion basis, but whenever possi- 
ble, on a before, during or after 
basis so that the full worth of the 
promotion can be evaluated and 
it is recognized that the promotion 
is not merely a “shot in the arm” 
but had far-reaching effects. 


e “Three Little Words” The 
importance of establishing certain 
conditions between two firms in- 
volved in an advertising tie-in in- 
volves three little words—‘Letter of 
Agreement.” Letters of agreement 
defining the conditions and making 
the terms a matter of record should 
be drawn up and cleared with legal 
departments and top management 
of both firms so that everyone is in 
agreement as to the degree of par- 
ticipation, legality and price tag 
that is involved. qq 


PERSONAL 


I don’t know what’s between you and 
that new blonde in the office, but 
Vil forget the whole thing when you 
send your first order for direct-mail 
‘Secret Message’ postcards printed 
with invisible ink! 


Free Samples, Know-How, Show-How: 


M. E. MOSS & CO. 


JAckson 2-6506 
119-f Ann St., Hartford 3, Connecticut 





SALES AIDS that will give you 
MORE for your advertising dollar! 


Colorful and useful printed goodwill advertising items 
of real value that your customers will appreciate and 
keep. Designed for all types of businesses, complete 
with imprint. File folder of samples and prices free 


sales ideas unlimited 


1327 North Orange Drive, Hollywood 28, California 


Industrial Direct Mail 


Written to meet the needs of your particular 
=. Hard-hitting campaigns, letters and 
rochures that pre-sell your products and 
double the production of your Sales Staff. 
It costs you nothing to talk it over with us. 


CHASE & RICHARDSON, Inc. 
18 E. 41st St., New York 17, N. Y. MU 4-4390 





Bolster 
Your 
Sales 

Promotions 


like This > 


Youll want to see this 
letter...it has a BALLOON 
in it for your youngster 


All You Need to Know 
About Balloons... in the 


PIONEER 
Advertising Balloon 
Fact Pack 


Ideas © Sample Balloons 
Price List 
Imprint Work Sheet 


Get it for your files now! 


| 
| 
| 
| 
| 


“There is 
a difference 


hetween X 3} 
giveaways and ‘we 
specialty advertising” 


Ask Al Budd. Al represents Shaw-Barton, 
national producers of exclusive calendar 
and specialty advertising. Daily he coun- 
sels businessmen in advertising and sales 
promotion. with an approach typical of 
the professional attitude of Shaw-Barton 
representatives across the nation. 


Shaw-Barton men think of specialty 
advertising in terms of continuing pro- 
grams of friendly contact that build 
recognition and preference for a firm 
and its products. 

This is specialty advertising — no tricks, 
no gimmicks, just our way of helping 
you achieve personal identification in the 
eyes of your customers. It’s why we say... 


“you're there” with... 


SHAW-BARTO 


Calendar and Specially Advertising 
SALES OFFICES IN PRINCIPAL CITIES 
GENERAL OFFICES AND PLANT, COSHOCTON, OHIO 


| The PIONEER Rubber Company 
Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 

Please send me your FREE ‘Advertising 


Balloon Fact Pack.’ | just want to toss 
it up to see if it bounces. 


Fi 


Address 


City 


a 


Zone State 
Requested by 


Or phone Betty Wolfe at Willard 3-2211 to order. 
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MARKING PENCIL 


writes on 


Many people (particularly retailers) 
write on unusual things. That’s why 
Imprinted Listo Marking Pencils are 
ideal gifts. Listo makes a clear, bold 
mark on any surface...so useful it 
stays with the man who receives it. 
And Imprinted Listo Marking 
Pencils cost less than 25¢ to give. 
Refills in 6 colors. 


Ask your advertising specialty jobber 
USTO PENCIL CORPORATION, ALAMEDA, CALIFORNIA 
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Don’t Neglect the 
Bounce-Back Premium 


By Jim Street 
Premium Sales Manager 
The Branchell Co., St. Louis 


If you could increase your 
premium sales, and therefore the 
sales of your product, by as much 
as 66 2/3°%, at the cost of one mill 
per sale, that would be pretty inex- 
pensive sampling, yet many premi- 
um users today often neglect one 
of the most important facets of 
premium promotion—“bounce- 
backs.” 

Back when a hot syrup and butter 
server, manufactured by the Spar- 
tan Co. in Minneapolis, was offered 
by General Mills, General Foods 
and Beatrice Foods on a triple- 
threat basis, a bounce-back costing 
not over $1 per thousand was in- 
serted with each set. It offered a 
matching creamer and sugar, with 
tray, plus a demitasse spoon in 
General Mills’ Queen Bess pattern. 
With no other promotion except the 
bounce-back, hundreds of thou- 
sands of these cream and sugar sets 
were sold—each one producing an 
additional boxtop. 

On a nylon stocking promotion, 
offering two pairs for $1 in the mail, 
it is not uncommon to discover that 
returns increase by 25% when a 
re-order blank is utilized. 

From those housewives who send 
in for a pearl necklace, it is possible 
to receive as high as a 60% re-order 
when you offer a set of matching 
earrings. 

A cross ruff technique, when you 
have a line of products on the mar- 
ket, is often interesting. In this way, 
when you send out a premium for 
tomato soup, the bounce-back calls 


for a label from mock turtle soup, 
or the kids sending in for a Wheat- 
ies premium receive a bounce-back 
which requires a Cheerios boxtop. 


> There should always be an item 
available to be bounced back. For 
example, if you use a planter in 
the mail for 50c, a logical bounce- 
back would be the plants that go 
in it for another 50c. If you use a 
permanent finished organdy hostess 
apron, a pair of matching magnetic 
pot holders might do the trick. If 
you offer a melba toast tray, your 
choice might well be a_ spreader 
which would be designed in the 
same pattern. 

Back in the early days at General 
Mills, a catalog was produced offer- 
ing, among other things, a sterling 
silver birthstone ring, manufactured 
by Uncas in Providence. For a 
period of 15 years, this ring pro- 
duced excellent returns, but never 
once were the matching daughter 
ring, the earrings, the brooch or 
the man’s sterling birthstone ring 
considered as a bounce-back. Any- 
one using a self-liquidating premi- 
um cannot afford not to utilize the 
bounce-back part of a promotion. 


> At a cost not exceeding $1 per 
thousand, this bounce-back tech- 
nique is the cheapest possible type 
of premium promotion. Yet, han- 
dled properly, it can put a plus on 
a good premium plan that is often 
surprising. If you are currently 
using a _ self-liquidating item and 
are not using a bounce-back, it 
costs you nothing to find out the 
terrific sales promotion in a tool 
of this kind. q4 





BUSINESS CARD 
THAT KEEPS 
REMINDING! 


Put your business card copy on a 
Barton Pencil. Present it with pride. 
Remind prospects and customers of 
your company, your product, 

your service. 
It costs less than lunches 

. and it lasts! 

We'd like you to compare 
the Barton with the very 
best. For free sample, 
send us your busi- 
ness card! 


“you're there” with . 


SHAW- BARTON 


Calendar and Specially Cdvertis 


SALES OFFICES IN PRINCIPAL CITIES 
GENERAL OFFICES AND PLANT. COSHOCTON, OHIO 


Want News? 
Information ? 


Call on Burrelle’s for clippings from 
daily or weekly newspapers (on 
national, sectional or local basis) 
magazines, trade papers. All read in 
one reading room. Staff of 250. Our 
service is PROMPT . . . THOROUGH. 


Est. 1888 


PRESS CLIPPING BUREAU 


165 Church St., New York 7, N.Y. 
Phone BArclay 7-5371 


14 E. Jackson Bivd., Chicago 4, III. 


nes OY Sh) 2-537) 


PU thy 
a 


BRONZE! 
PLAQUES 


# REE illustrated brochure has 
hundreds of original ideas for 
reasonably priced solid bronze 

plaques—namepiates, awards, 
testimoniats, honor rolls, me- 
morials, markers. 


Write for FREE 
Brochure A. 
For trophy medal, 
cup ideas ask for 
Brochure B. 


INTERNATIONAL BRONZE TABLET CO., INC. 


Dept. A-57—150 West 22 St., New York 11 | 


1 


What's New?... 


items With New Slant 
Enter Premium Field 


While always faithful to tried and 
true items, the premium and ad 
specialty field continues, nonethe- 
less, to welcome all newcomer 
products if they’re practical with 
a new slant. Among those newcom- 
ers most recently noted by AR edi- 
tors are the following: 


The Mile 
Meter 


A miniature speed- 
ometer with a 
built-in magnet 
that secures it to any metal sur- 
face, the “Mile Meter” can be used 
for checking mileage, recording dis- 
tances, recording oil changes, in- 
ventory check, etc. 

Made of white plastic, the item 
has five knurled headed wheels, 
each with the numbers zero to nine. 
Prices, with a one-color black im- 
print, range from 55c for orders of 
50 to 35c for 1,000-lot orders 

Details are available from Ran- 
dom Specialties, North Hopkins, 
Minn. 


Convertible Among the _ items 
Tray for premium use 
from the Branchell 

Co., St. Louis, manufacturer of Mel- 
mac dinnerware for the home, is a 
three-way party tray, a_ serving 
dish that also can be used as a dip 
or canape server and bonbon dish. 

The tray is designed for stamp 
and party plans, liquidator dealer 
premiums. 

This convertible server 
two color combinations, 
to $4.95 retail. 


- for more details circle 728, page 105 


comes in 


from $3.95 


Throw-Away A 
Razors 


new low-cost 
razor that can be 
thrown away after 
a single shave has been introduced 


Throw-Away Razor . One-time plas- 


tic shaver from Swif-T-Razor retails for 


25c, is filled with brushless shave cream 





HOW CAN YOU 
BUY THIS 
WALL SPACE? 


Shaw-Barton Business 
Office Calendars get it 
for you. They put your 
name and sales message 
before selected buyers 
and build preference 
for you. 

With Shaw-Barton Cal- 
endar and Specialty Ad- 
vertising, ““You’re there” 
every day where buying 
decisions are made. Call 
your Shaw-Barton 
representative 

or write us. 


“you’re there” with . 


- SHAW-BARTON 


Calendar and Specially Advertising 


SALES OFFICES IN PRINCIPAL CITIES 
GENERAL OFFICES AND PLANT. COSHOCTON, OHIO 


Put Your 
SALES 
MESSAGE ~ 
Into Orbit ) 


with these timely, 


Imprinted 


Rocket Balloons 


This big (40 inch) Rocket 
Balloon will ZOOM your 
imprinted sales message 
all over town! For com- 
plete details, samples 
and prices, fill out at- 
tached coupon and 
mail today. 


Eagle 


SEND INFORMATION ON 
IMPRINTED ROCKET BALLOONS 


RUBBER CO., INC. 
ASHLAND, OHIO 


Name 
Address 
City 
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WHAT'S THIS GOT 
TO DO WITH 

CUSTOMER 
RELATIONS? 















Shaw-Barton’s Sport-Pak—a 
reversible blanket kit that may be 
worn as a stadium wind-breaker 
—helps you build preference with 
important customers. Perfect for 
observing company anniversaries 
or re-emphasizing your 
appreciation this Christmas 


The Sport-Pak goes home with 
your customer 
\ travels too! 
Again and again 
“You're There”’. 
Write us for 
Portfolio of Plans 
or call your | 
Shaw-Barton 
representative. 


“you're there” with... 


SHAW-BARTON 


Calendar and Specially Adwertising 


SALES OFFICES IN PRINCIPAL CITIES 
GENERAL OFFICES AND PLANT, COSHOCTON. OHIO 
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The Scissors and Paste Pot art service that dores 
to be different. Ideas, alone, in each issue ore 
worth many times the small monthly cost. Big 
concerns you know like Prudential, U.S. Steel, 
Prentice Hall have subscribed repeatedly for i 


mony years 


° 










to cover cos? 
of packing and mailing 


will bring youa..... 


Single issues sell for$20.00. The sample, yours 
to use, can make you hundreds of extra dollors 
if you use but a single idea. Besides the sample, 
you will receive an unusually attractive intro=- 
ductory offer. No obligation. No sclesman. 
Attach one dollar to letterhead and mail today 
to Multi-Ad Services, Inc., 126 Walnut Street, 
Peoria, Illinois 


Attention 


getters: 
MACK’S 

**MOPPETS”’ 

4 Hundreds available. 


i Exclusive use. 
Low priced. 


| Write your needs | 
and request samples. | 
oe 


DOUGLAS MACK 


1550 Church St., 
San Francisco 14 


Phone: MI 7-5377 


“We could take a 
survey of Docfors!"’ 
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by the Swif-T-Razor Inc. 

An all-plastic product, the razor 
has a shaving-head that boasts the 
precision of steel in its cutting 
ability, and a handle that comes 
filled with brushless shaving cream. 

The razors come packaged in a 
heat-sealed cellophane container on 
a backing card that can serve as 
a business card. Retail price per 
item is 25c. 

Additional details are available 
from Swif-T-Razor Inc., Sales Div., 
Box 5889, Kansas City, Mo. 


Purse-Packing “On the spot” spot- 
“’Spot-Paks”’ removers, pack- 
aged like a _ book 


of matches, have been introduced 
by Cleveland Specialties Co., Cleve- 
land. Called “Spot-Paks,” the item 
consists of a number of individually 
foil-wrapped felt wicks saturated 
with a powerful cleaning fluid. To 
use them, you simply pull out one 
“match” from the folder, tear in 
half to open, and then rub it on the 
spot with a circular motion. 

An eight-unit Spot-Pak will re- 
tail for 89c, and premium or ad 
specialty buyers can obtain them in 
one-unit to eight-unit packs with 
personalized imprinting. 

Special design folders are avail- 
able to individual quotation from 
Cleveland Specialties Co., 10721 
Briggs Rd., S.W., Cleveland. 44 


By Edward C. Crimmins 


Advertising Checking Bureau 
The plan: 
Is it cor é i read- 
ible? 





cannot be enforced, such 
as that the store must fur- 
nish 10 copies of the tear 
sheet or that a paid in- 


able to stick to? 


A Checklist for Evaluating A 
Cooperative Advertising Program 


Subtle Specialty Pencils 
Conceal Copy on Barrels 


A useful specialty that looks like 
an executive gift is available in the 
“First Knighter” mechanical pencil 
from Pearce Parkhurst Enterprises. 

Designed in slim styling with a 
deep pocket clip, the item conceals 
its ad copy on the cylinder beneath 
the cap. 

Available with 5 lines of ad im- 
print, the mechanical pencil lists 
from $1.45 each for minimum orders 
of 50, to 86c each for quantity or- 
ders of 10,000 or more. 

- for more details circle 729, page 105 


Donnelley Merchandising 
Described in Booklet 

A complete merchandising pro- 
gram with “live” salesmen is de- 
tailed in a _ step-by-step booklet 


from the Reuben H. Donnelley 
Corp. 

Among the program steps de- 
scribed in the illustrated booklet 


is the first discussion on the proper 
store coverage for the product, a 
sales-indoctrination session, sales- 
report summaries, selling the dealer 
on placing point-of-sale materials, 
“on-the-spot” assembly, house-to- 
house sampling, surveys, etc. 

- for more details circle 730, page 105 
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FIRST CLASS 


Permit 
| (Sec. 34.9 
| CHICAGO, 


BUSINESS REPLY CARD 


| No Postage Stamp Necessary If Mailed In United States 


—POSTAGE WILL BE PAID BY— 


Advertising Requirements 
200 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 


No. 
P.L. &R.) 
ILLINOIS 





NEW Subscription Order Form 


Please enter immediately my subscription to 


Advertising Requirements 


for 3 years (36 issues) at $6 


1 year (12 issues) at $3 


Payment enclosed 


Nature of Business 


Advertising Requirements 


o extra postage for Canada or Pan Amer- 
Add $2 a year for foreign postage. 


Bill my firm Bill me 


State 


200 E. Illinois $r. Chicago 11, fll. 
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THE NORTHWEST PAPER COMPANY, Cloquet, Minnesota 


SALES OFFICES 


papers 


Chicago 6, 20 North Wacker Drive 
Minneapolis 2, Foshay Tower 
Saint Louis 3, Shell Building 


New York 17, 420 Lexington Avenue 


PRINTING PAPERS 


NorthWest Ultrawhite Opaque 
Northwest Velopaque Text 
Northwest Velopaque Cover 
Mountie Text 

Mountie Offset 

North Star Film-Coated Offset 
Northwest Bond 

Northwest Ledger 

Northwest Mimeo Bond 
Northwest Duplicator 
Northwest Index Bristol 
Northwest Post Card 
Mountie E. F. Book 

Mountie Eggshell Book 
Carlton Bond 

Carlton Mimeograph 

Carlton Ledger 

Carlton Duplicator 

North Star Writing 

Non- Fading Poster 


Map Bond 


ENVELOPE 
Mountie 
Northwest 
Nortex White 
Nortex Buff 
Nortex Gray 
Nortex Ivory 
Carlton 


CONVERTING PAPERS 


Papeteries 
Drawing 

Adding Machine 
Register 

Lining 
Gumming 

Raw Stock 

Cup Paper 
Tablet 





“The Millionaire” 
Goes on Tour 


Pleased or Surprised? . 


. Two steward- 


esses show mixed emotions at receiving 


one of Marvin Miller’s 
checks 


million dollar’ 


Properly handled, personal ap- 
pearances can be the vehicle for 
substantial publicity, promotion and 
good will which could not other- 
wise be achieved. 

This was well substantiated in 
January, when a nine-city, 12-day 
whirlwind tour was made on be- 
half of Colgate Palmolive Com- 
panys “The Millionaire,’ con- 
sistently high-rated dramatic series 
which marked its third anniversary 
on CBS-TV. 

Actor Marvin Miller, the show’s 
only regular performer and only 
identifying connection between the 
public and “The Millionaire,” was 
the personality involved. 


> The box score for the tour showed 
numerous interviews with television 
and magazine editors, several hours 
of on-the-air television interviews, 
with an average of four such ap- 
pearances in each city, personal 
meetings with district and_ sales 
managers of Colgate Palmolive, and 
several special projects. These 
latter included visits to U.S. Mints 
and_ Internal Headquar- 
ters, appearances at sports events, 
pictures with real millionaires and 
civic officials, hospital tours, and 
tie-ins with newspaper promotions. 

At all times, Mr. Miller signed 


Revenue 


A personal appearance tour of a 
television star built good will for 


Colgate in nine key markets. 


“million dollar checks” wherever 
he went, in hotels, restaurants, at 
airports, on the streets. In one city 
alone, he distributed more than 
2,000 of these good-will, good-luck 
checks. 


> With just 12 days for the tour, 
and the objective of getting maxi- 
mum publicity, time-table planning 
was necessary to wring every 
minute of time for its full value. 
The activities schedule was set 
up by a committee headed by per- 
sonnel of Ted Bates & Co., New 
York, agency for Colgate, and in- 
volving CBS-TV, New York, and 
the network’s local station promo- 
tion and press representatives, as 
well as executives of the sponsor, 
and Don Fedderson Productions, 
producers and creators of the series. 
The cities chosen for appearances 
were Chicago, Milwaukee, Detroit, 
Cleveland, Pittsburgh, Washington, 
Philadelphia, Boston and New 
York. These cities were picked as 
representing the major population 
centers of the country, and because 
they could be covered in the 12- 
day period, which started when 
Mr. Miller left from Hollywood. 
Before the tour began, publicity 
contacts were set up in all cities, 
under 


supervision of Benson H. 
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Inge. in the Bates New York 
office, and John Astengo in the 
agency's Hollywood office, with 


Don Fedderson Productions coop- 
erating. 

Contacts with 
CBS promotion managers 
and press representatives. A con- 
tact publicist was assigned to travel 
with Mr. Miller to handle unsched- 
uled publicity opportunities as they 


arose 


were also made 


Station 


> Using Boston as an example, a 


typical one-city schedule went like 
this 


Friday, Jan. 10. Morning. Met 
at airport by WNAC-TV newsreel 
and still photographers. Pictures 
taken with James Gildea, treasurer- 
collector, City of Boston, and with 
Edward P. Roberts, Rockland Atlas 
Bank of Boston. Pictures serviced 
to Boston area newspapers. Event 
filmed and shown on the WNAC- 
TV 7:00 p.m. newscast. 

Noon. Luncheon with Eleanor 
Roberts, Boston Traveler, and Phyl- 
lis Doherty, 
WNAC-TV 

Afternoon. Interview with Tony 
La Camera, Boston American. TV 
appearance with Louise Morgan, 
WNAC-TV. Cut two two-minute 
spot tapes for Boston Record Amer- 
ican promotions: 1. 


promotion manager, 


Social security 


contest. 2. Newsboy contest. Pic- 
tures taken presenting check to 


Frank Cavanaugh, district director, 
Internal Revenue for New England, 
and serviced to newspapers. This 
was also used on WNAC-TV news- 
casts. Photographs taken with a 
real millionaire, Joseph Linsey, oil 
and hotel magnate. 

5:30 p.m. Cocktails with Colgate 
district representatives. 


> Several special personal appear- 
ances were noteworthy in that they 
resulted in considerable publicity 
due to their out-of-the-ordinary 
nature. 

In Philadelphia, Mr. Miller be- 
came one of the few civilians to 
be taken through the U.S. Mint. 
He was met by Mrs. Rae Beister, 
Superintendent of the Mint, and 
newsreel and _ still pictures were 
taken: entering the mint; in the 
stamping room; in the vault; in the 
medal room; and leaving the mint. 

The visit to the District Office 
of the Internal Revenue Depart- 
ment for New England was con- 
sidered another coup. Here, the 
demand for the million dollar 
checks was so great, the supply on 
hand was exhausted and more had 
to be obtained. Pictures and news- 
reels were taken. 


In Detroit, Mr. Miller attended 
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the Detroit-Toronto National Hock- 
ey League game as a special guest. 
He was introduced over the p.a. 
system, and signed checks for De- 
troit stars Gordon Howe and Hec- 
tor La Lande on the rink in full 
view of 10,000 spectators. Pictures 
were taken and serviced to the 
Detroit papers. 

The tour ended in New York, 
where a special anniversary cele- 
bration was held in the “Million- 
aire’s Library” at the St. 


Regis 
Hotel. This was a 


semi-private 


affair attended by key members of 
the television press, representatives 
of Colgate Palmolive and the Bates 
agency, Mr. and Mrs. Don Fedder- 
son, and Marvin Miller. 


> Apart from the extensive pub- 
licity garnered by the personal ap- 
pearances, it was felt that the di- 
rect contacts with the Colgate sales 
organization and the public made 
an additional immeasurable con- 
tribution to good will toward the 
program and its sponsor. 44 





Miniature TV Camera 
Introduced by Dage 


Greater 


flexibility for the tv 
field has 


been introduced in an 
automatic, transistor tv camera that 
weighs approximately four pounds 
and measures only slightly larger 
than a paper-back book. 
Introduced by 
Div. of 


the new 


Dage Television 
Thompson Products Inc., 
“pocket” tv camera in- 
cludes all the technical features of 
broadcast equipment usually weigh- 
ing from between 60 and 120 
pounds. 


>’ Secret of the tiny 


“Thompson 
Automatic,” 


according to Dage, is 
the dispensing of separate auxiliary 
equipment and separate controls. 
By replacing all tubes’ with 
transistors and all wires’ with 
printed circuits, the new tv camera 
packages all this equipment into a 
single unit 


measuring only 2%,x 
938x734” over-all. 
To facilitate and speed main- 


tenance, the Thompson Automatic 
camera has been assembled with 
modular components consisting of 
a series of plug-in, printed-wiring 
strips with each one representing 
a particular function of the camera 
system. 

These basic modules include: 
The video amplifier 

Sweep amplifiers 

Synchronizing generator 

Binary strip 

Power supply 

Oscillator strip 


>» Highly simplified, the design of 
the new camera stresses self-con- 
tainment and reduces the usual 
tangle of interconnecting electric 
lines to a single coaxial cable. With 
the necessary auxiliary equipment 
built in, the unit can be operated 
on almost any adjacent power such 
as home current, 28-volt DC ship’s 
power and even a miniature 712- 
volt battery. 

In addition to this portable fea- 
ture, the facts that the coaxial cable 






re 
a 


geegt 


this transistorized tv camera is Cigaret 


Each wiring strip in 


size 


may also be used to transmit cur- 
rent to the camera from a remote 
point, and the ability of the video 
signal to be transmitted up to 2,000 
feet without a line amplifier, seem 
to point to remote operation as a 
simple matter. 

Another evidence of the camera’s 
flexibility is an electronic and auto- 
matic light level compensator. This, 
coupled with the small weight and 
size of the unit, enables it to be par- 
ticularly useful for a great many 
airborne uses. 

The Thompson Automatic will 
sell for around $8,000, and will be 
joined in the future by transistor- 
ized tv monitors now under de- 
velopment at Dage. 44 


New Closed-Circuit Plan 
Introduced by GiantView 


A new closed-circuit network 
plan that links local units and low- 
ers costs has been announced by the 
Giant View Network, a division of 
Meilink Steel Safe Co., Toledo. 

Heart of the plan is a franchise 
arrangement with dealers in major 
markets, who own or lease a Meil- 
ink-made tv projector. 

As a result, the new network is 
able to eliminate two of the big cost 
items of former systems: the trans- 
portation of projection equipment to 





participating cities and the hire of 
a local service crew to install and 
operate the projectors. 

An additional advantage, accord- 
ing to president Stanley R. Akers, 
is that with locally available pro- 
jectors, networks can be set up on 
short notice. Also, the danger of an 
equipment failure before or during 
a meeting, because of damage in 
transit, is minimized. 

“Our new network,” says Mr. 
Akers, “is, in effect, a spot sales 
plan for closed-circuit tv, stressing 
the economy and flexibility of link- 
ing together local resoures.” 44 


Big Sell in Small Time 
Heard in Miller Spots 


A lot of sell in 10 seconds! Can it 
be done effectively? That’s what 
Miller Brewing Co., Milwaukee, 
wanted to know when it planned a 
super-saturation spot program for 
summertime radio. 

Obviously the commercials had to 
have certain basic requirements, not 
the least of which was to get in the 
name of the product and of the 
company. Coupling this with a 
quality sales message and early 
efforts would seem to point to the 
necessity of obtaining a lingual 
speedster for an announcer. 

But final efforts, produced by 
William S. Walker, Chicago, re- 
sulted in proof that 10 seconds will 
do nicely for a commercial if it’s 
properly handled. 


> The Miller spot library now con- 
sists of aprpoximately 20. trans- 
criptions featuring a combination of 
bouncy music, whimsical conversa- 
tions, accented dialogues, off-beat 
interviews and a special tag. 

While all the commercials are 
slanted to emphasize that Miller 
High Life is produced in Milwaukee 
only, they vary in treatment and 
even kid the company. 

For example, one of the inter- 
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Forty-three (43) states plus 
Cuba, Canada, Puerto Rico, 
Mexico, regularly specify 
WARWICK TYPOGRAPHY. 

Reason: Better quality, un- 
limited choice of type styles 
and sizes, much faster service. 
Result: Even easier than doing 
business ‘‘across the street.” 


Get set with Warwick, today! 
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Why fisk bor Minnows? 


Your sales story can reach the professionals 
who buy or specify in the $3 billion 
promotion, production and 

merchandising market. 


How? In the pages of 


Advertising Requirements 
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‘ ite beer?” Answer: “Why, Miller 
High Life!” Question: “Your name 
and occupation?” Answer: “Edward 
G. Ball, advertising manager, Mil- 
| ler Brewing Co., Milwaukee!” To 
SNYDER a BLACK | which the interviewer appends: 

* | “Mmmmmmm!” 


= The 26-week campaign features 
camhke racial co ® | 50 commercials each week sched- 


uled for connection with hourly 
* oe NG el CD ¥ ORS | newscasts over the American 


Broadcasting Network. 44 





ioe enenian el view-type goes something like this: 
SOUND OF GENIUS fd } | Question: “Sir, what is your favor- 
1 
as ‘ 





the ‘‘selling-est” displays 


are powered 





by dependable 





SYNCHRON—the 
proven name in P.O.P. 
motion—built by Hansen, 
recognized as quality 
leader in timing motors. 
Precision engineering and 
rigid quality control as- 
CINSON FREEMAN CO sure dependable, trouble- 
free power. 


| Old-Time Testimonials 
| Get Revival Via TV 





While modern research and mar- 
keting strives to find new ways to 
. lure the consumer’s dollar into the 
een er till, the Mercury-Edsel-Lincoln di- 
pail hid vision of Ford Motor Co. is putting 
its bets on an old-timer in adver- 
tising, the testimonial. 







Super Hi-Torque Timing Motor Produced as part of Edsel’s 
Ideal for short term applications operating turntables, | “Swing Time Push” campaign, the f 
display wheels, rotating signs, and easily adapted to testimonials feature such satisfied 


any special type of motion display. 30 inch ounces 


Edsel owners as a builder in Day- 
guaranteed torque at | RPM. 


tona Beach, Fla.; the chief of police 
in Pendleton, Ore; housewives in 
Memphis, Tenn. and Portland, Ore.; 
and a judge in Richmond, Cal. 





Hi-Torque Timing Motor Three in all, two of the commer- 

. - . ‘jals ‘A 14. i aS ‘ > 
For long term operation of turntables, display wheels, . ials —_ 12 minutes long and the 
and rotating signs. 20 inch ounces guaranteed torque third is 2-minutes. Opening and 
at | RPM. Can be adapted to any special type of | closing with Edsel’s theme music, 


motion display. 


Frank Babcock, Edsel’s tv reporter, 
sets the stage in the Edsel news- 
| room. The camera then cuts to a 
ht “Workhorse of the Industry” still of a satisfied Edsel owner and 
his testimonial is given by “voice 
| over.” There are three testimonials 
| given in each spot. 
Wilding Picture Productions Inc., 
| Chicago, produced the commercials 
PRINCETON 1!1, IND. | for Foote, Cone & Belding and its 
Hansen Representatives The Fromm Co., 5150 W. Madison client, Ford Motor Co. 44 


ae St., Chicago, IIl.; Winslow Electric Co., Chester, Conn.. Philadel- 
— a phia, Cleveland and New York, N. Y.; Electric Motor Engineering 


shes ches Inc., Los Angeles, WEbster 3-7591 and Oakland, Calif.: H. C 


Johnson Agencies, Inc., Rochester, Buffalo, Syracuse, Binghamton | 
and Schenectady, New York 
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ESTABLISHED 1907 


Closed Circuit Booklet 
Suggests Applications 


A variety of facts concerning 
closed circuit tv, its application 


sossibilities, equipment, etc., is out- 
STORE Hours I july t, etc S out 


Pwetnoavs] . bs ae : . lined in a comprehensive booklet 
Peatoroers] i * These cow. “OSE Hoe apes & | from Blonder-Tongue Laboratories 
, sparkling colors on transparent acetate — are doing 
a great sales-boosting job for SELL-PRINT customers. Inc. 
Storekeepers really go for the no-water, permanent Entitled “What Closed Circuit 
adhesive feature — makes signs easy to apply, Television Means to You,” the book- 


keeps them fresh and complete. let starts out by defining the medi- 
% You can use SELL-PRINT Waterless Decals for long- um, discussing the equipment re- 
life promotion — whatever your product. quired, and disclosing a variety of 
benefits to be ained by its < i- 
* WRITE FOR ACTUAL SAMPLE, ati e obtained by appli 
PRACTICAL PRICES, TODAY! er 


Equipment and application illus- 
trations are liberally sprinkled 
throughout the booklet. 

- for more details circle 721, page 105 
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By Hugh H. Graham 

President 

Hugh H. Graham & Associates Inc. 
New Britain, Conn. 


During the five years that we 
had served our client, Magic Door 
Sales, 
The Stanley Works, New Britain, 
Conn.) we had recommended an 
upgrading of trade show material, 
and had made specific recommenda- 
tions for accomplishing this objec- 
tive. These recommendations were 
based not only on our past ex- 
perience in trade show activities 
but on an_ on-the-spot trade 
show analysis. Representatives of 
Graham €& _ Associates’ visited 
various trade shows aimed at the 
market where Magic Door Opera- 
tors and Controls are sold—hos- 
pitals, supermarkets, industrial 
plants, etc. They observed trade 
show traffic patterns; checked 
audience reaction to sundry types 
of displays to determine how 
audience attention could best be 
gained and held; talked to Magic 
Door Sales customers and prospects 
in the audience and to Magic Door 
Sales Agents and their competitors. 
So when our client commissioned 
us to design a trade show display, 
we were ready, willing and able! 

We felt 
that the display should: 


and our client agreed 


1. Be ultra-attention getting. 


2. Be tailored to the interests of 


AUTOMATIC DOOR OPENINGS 


f Comtort. Comvnience and Efficiency 


(Stanley Hardware, Div. of 


How to Build a 


Prize-Winning 


Exhibit 


What happens when an agency 
concerns itself with the 
problem of building an 

exhibit for a client. 


specific trade show audience yet, 
through the use of replaceable 
units, be flexible enough to be used 
at trade shows aimed at several 
Magic Door markets. 


3. Impress the audience with the 
fact that Stanley Magic Door Sales 
is the leader in the automatic door 
control field. 


4. Tell the Magic Door sales and 


service stories at a glance. 


5S. Help booth personnel convince 
the audience that Magic Door Op- 
erators and Controls would provide 
the solution to their specific traffic 
problems. 


In designing the display, we de- 
cided that we could best gain 
audience attention by featuring ani- 
mated miniature figures which 
would actually move through en- 
trance, service and exit doors, dra- 
matically depicting the benefits pro- 
vided by Stanley Magic Door Op- 
erators and Controls as they per- 
form their function—opening and 
closing. doors automatically. 


> For our first objective, the Amer- 
ican Hospital Assn. convention, the 
animated figures would simulate 
hospital visitors moving through 
entrance and exit doors and hos- 
pital personnel (doctors, nurses and 
orderlies) and/or patients moving 
through interior hospital doors in 
various 


locations between 


scrub-up and_ operating rooms, 


kitchen and serving areas, etc. 

We immediately recognized that 
alternate sets of figures would have 
to be constructed so that the basic 
display could be used at any trade 
show regardless of the interests of 
that particular trade show audi- 
ence. For instance, when the dis- 
play was to be used at a trade show 
where the audience would consist 
of prospects and customers in the 
supermarket field, the animated fig- 
ures would simulate shoppers en- 
tering or leaving supermarkets. Ex- 
hibited at a show where those who 
influence the buying of equipment 
for industrial plants would be in 
attendance, the figures would simu- 
late plant personnel moving through 
doors situated throughout the plant 
receiving or shipping room 

inter-department 
warehouse doors, etc. 


doors, doors, 


>» Copy stating the over-all theme of 
the display “Ideas in motion 
Wherever People, Materials and 
Equipment Are On the Move” — 
was created for a panel to be lo- 
cated above the animated figures. 
Copy for another panel, appearing 
just below the figures, established 
immediate product identity with the 
line “Stanley Automatic Door 
Openings Create New Standards of 
Comfort, Effi- 
ciency.” 

Two panels at the front of the 
display covered a great deal of 
ground with attention-getting ap- 
plication pictures and short copy. 


Convenience and 
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One panel was designed to stress 
“service” 
“Look to the leader for a 
complete line of automatic 
controls and operators 


the “leadership” and 
stories: 
door 
engi- 
neered to your needs and reliably 
serviced anywhere in the United 
States and Canada by Authorized 
Agents in Principal Cities.” This 
was followed by the Stanley Magic 
Door Sales trademark and signa- 
ture 

The other panel emphasized the 
“benefit” story, listing these bene- 
fits under the caption, “for Pro- 
gressive Hospitals at Entrance and 
Service Doors”: 


Welcome Visitors Courteously 
Save Time 

Prevent Contamination 
Promote Safety 

Reduce Costs 


> These two panels were designed 
so that they could be replaced by 
other panels to zero in copy and 
pictures on the specific interests of 
the particular trade show audience. 
Naturally, the benefits to be stressed 
at shows beamed at buying influ- 
ences in the hospital field would 
not, in all cases, be the same as 
those that would appeal to buying 
influences in the supermarket, in- 
dustrial or banking fields. 


Copy was provided for both sides 
of all panels so that no matter 
where prospects milled about in the 
booth they would be exposed to in- 
formation about our client’s prod- 
ucts and services. 


> When both the agency and client 
were in accord on the design and 
copy for the display, Jeff Young, 
Merchandising Manager of The 
Stanley Works, commissioned a dis- 
play builder, Rundbaken Displays, 
E. Hartford, Conn., to perform the 
actual construction of the display. 
We cooperated closely with the 
builder during construction to make 
sure that our merchandising ideas 
would be built into the “Ideas In 
Motion” display. 

Modeling the miniature figures to 
one-twelfth life size, the builder 
used a new plastic material espe- 
cially suited to sculptural work. The 
figures were formed over copper 
skeletons to achieve greater strength 
and durability. 

Five types of doors were incor- 
porated into the display a single 
swinging door, a double swinging 
door, a single sliding door, a double 
sliding door and a bi-folding door. 
Each door was equipped with its 
own motor. As the figures ap- 
proached each doorway, a micro- 


switch was tripped, opening the 


Ve; 
oo 


7 important detail 


MIOINISIE|N] typographers 
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doors. After passing through the 
doorway, the figures tripped an- 
other micro-switch, closing the 
doors. 

The “Ideas in Motion” display 
was built with a plywood base, 
making it light enough for easy 
portability. Surfaces were formed 
of Masonite treated with a lacquer 
finish. For the showing at the 
American Hospital Assn. conven- 
tion, an _  across-the-booth back- 
ground panel with a hospital atmos- 
phere was provided. A “phantom” 
floor plan of a hospital was used to 
show locations where Stanley Magic 
Door Controls would provide im- 
portant benefits. Lighting facilities 
were built right into the display. 

This “Ideas in Motion” Display 
won an award at the 1957 Amer- 
ican Hospital Assn. convention. The 
award was made on points scored 
as follows: 


1. Attractiveness of the display. 

2. Technical aids offered. 

3. Helps offered by 
the booth. 


personnel at 


Both technical and promotional 
literature were made available at 
the booth, which was manned al- 
most entirely by Stanley Magic 
Door agents. John W. Bamert, 
Manager, Magic Door Sales, was 
in attendance and George W. 
Salzer, our account executive han- 
dling the Magic Door Sales ac- 
count, also spent some time at the 
booth to observe the effectiveness 
of the exhibit and to obtain in- 
formation that would enable us 
to contribute even more important- 
ly to our client’s trade show ac- 
tivities in the future. 


> Naturally, we—and our client 

were pleased that the “Ideas in 
Motion” Display won an award. But 
far more indicative of the effec- 
tiveness of the display was the 
fact that the leads obtained through 
the 1957 Stanley Magic Door ex- 
hibit at the American Hospital 


But | thought it meant 1," to 1”! 













Assn. convention far exceeded the 
number of leads garnered in pre- | 
vious years. 

In a post-trade show report to 
Magic Door agents in the field, 
John W. Bamert, Manager, Magic 
Door Sales, stated that this year’s 
trade show exhibit . . . “resulted 
not only in an increase in leads but 
in leads of a higher caliber.” 

We believe that this story is a 
fine example of the important role 
an advertising agency can, and 
should, play in making trade show 
participation pay off for a client. 44 


















Newest Outdoor Locations 
Sell Reformed Litterbugs 











With “cleaner city drives” going : 
on all over the country, a new out- 1 ats 
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_ Buyers Are Looking 
| For What You Sell 


Every month, enthusiastic readers—professionals 
in the field of advertising promotion, production 
and merchandising—deluge Advertising Require- 
ments with over 5,000 inquiries about products 
or services mentioned in AR’s editorial columns. 














Goodwill Sales Boosters . . . Rubbish 
bins with space for ad copy and art- 












work offer double benefits of goodwill 


If you have an advertising product or service, 
show it and sell it in the pages of AR. 


plus new ad location. Bins are from | 
Superior Metalware Div., John Wood 
Co 
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VAN eee 


Sater Showtime . . 


. RCA Whirlpool Miracle Kitchen, scheduled for exhibition at the 


International Trade Fair in Milan, made a protected and private ocean trip in its own 


North American Van 


Padded van is the same one used to transport the electronic 


kitchen throughout the United States and Canada. 


Pocket-Sized Stapler 
Does Man-Sized Job 


A new staple gun, just released 
by Swingline, brings new _ con- 
venience to booth builder and win- 
dow display installer alike. 

The staple gun, which handles 
4/16” and 5/16” staples, has enough 
power to drive into wood, plastic 
and plaster. Open channel loading 
provides for rapid refilling and 
eliminates danger of jamming. With 
the handle locked in position, the 
gun is small enough to fit in a man’s 
shirt pocket. 

The gun is available through sta- 
tionery dealers, and also comes 
with plastic pouch, imprinted, 
through advertising specialty dis- 
tributors. Manufacturer is Swing- 
line Inc., 3200 Skillman Av., Long 
Island City, N.Y. 44 


Cool and Crazy Staffers 
Promised for Booths 


If your personnel plays “reluctant 
dragons” when it comes to staffing 
the booth at a trade show, you 
might think of trying a new in- 
centive service called “Models For 
Industrial Exhibits.” 

Specializing in providing booth 
assistants to aid company personnel, 
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this service sends girls (like crazy, 
man) to “man” the booths and what 
girls! 

Not only will she play “Pied 
Piper” in keeping your staff starry- 
eyed and happy while taking care 
of the shop, but she can also charm 
the passing public into a trance at 
your booth and in love with your 
product. 

And if this isn’t enough, the serv- 
ice can also provide costumes to fit 
the product (as well as the girl). 
This enables the exhibitor to have a 
walking, full-color, poster approx- 
imately 514’ in size. 

The company suggests that its 
“booth-staffers” be interviewed well 
in advance of the trade show — and 
who minds that? Dolls — we mean 
— details are available from Models 
For Industrial Exhibits, 118 E. 25th 
St., New York 10. 44 


Sheraton Chain Releases 
Exhibit Planning Guide 


Convenience in convention plan- 
ning is available in a planning guide 
and check list released by the Sher- 
aton Corp. of America. 

Better than the most efficient sec- 
retary, the guide check list permits 
the planner to forget nothing from 
the registration cards to the pitcher 
(with water) for the speaker. 


- for more details circle 731, page 105 


Practical Display Ideas 
Suggested by Vizusell 


The many display possibilities the 
Vizusell system of channels and 
brackets offers in product merchan- 
dising are illustrated in a brochure 
from L. A. Darling Co. 

Illustrations include the applica- 
tion of Vizusell to existing walls, 
its use in the creation of self-sup- 
porting and supported wall sec- 
tions, and applications for all-metal 
gondolas, uprights for wood gondo- 
las, lowboys and for over-counter 
build ups. 

Installation information is_ in- 
cluded with each Vizusell applica- 
tion shown in the brochure. 


- for more details circle 732, page 105 


Versatile ‘Peg-Tube’ 
Developed for Exhibits 


Decorative, perforated tubing, in 
a variety of diameters and colors, 
has been introduced to the exhibit 
field by A. L. Lind Co., Minneapolis. 

Called “Peg-Tube,” the versatile 
display material is made in 36” and 
72” sections that can be joined to- 
gether to make floor-to-ceiling dis- 
play columns, floating counters, etc. 

It can be assembled with most 
standard peg-board type hooks, rods 
or fixtures commonly used for dis- 
play on flat surfaces, and applica- 
tions seem to be as variable as the 
imagination. 


- for more details circle 733, page 105 


Peg-Tube Exhibit Entry . Newcomer 
to the exhibit field is perforated display 
material from A. L. Lind Co. that com- 
bines versatility and easy assembly 
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Until AR appeared, there was no single source where 
these buyers could regularly find the facts and ideas 
they live on. There was no single body of editors 
skilled in and devoted to finding, selecting, illustrating 
and reporting “how-to-do-it, where-to-buy-it” adver- 
tising tools and services. 


No wonder, then, that suppliers of advertising materi- 
als and services find AR readers so extraordinarily 
responsive. In some cases AR has generated 10 times 
as much direct response for a given item as any other 
magazine. The simple reason is that those who have the 
most at stake in creating advertising and sales promo- 
tional materials (and consequently have the most to 
spend, the oftenest) depend on AR as their prime 
source of information about their professional inter- 
ests and needs. They have learned that every issue is 
crammed full of this important data, invitingly pre- 
sented and conveniently arranged. They read it thor- 
oughly and, every month, flood the mails with requests 
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The people who read Advertising Requirements—and for whom AR is specifically 
and expertly edited — are in the market continuously. Their daily professional 
activities are determined by the need to find ways to do new things, better ways 
to do old things, better sources for equipment, supplies and services. 


They want ideas; they want angles; they want methods; they want valid informa- 
tion about the selection, design, preparation and completion of the physical 
products which bring all advertising and sales promotion to life. 





for thousands of items of additional information. 


Here is the only monthly publication devoted to adver- 
tising promotion, production, merchandising. It is 
needed — it’s important — it’s authoritative. As the 
workbook of advertising and sales promotion, it’s 
read and referred to by over 21,000 who buy and 
specify in virtually every important agency and adver- 
tising department in the country—the main deciders 
on $3,000,000,000 of annual purchases. 


Here, indeed, is a winning combination for advertisers: 
concentrated editorial coverage of an active buying 
field, and blanket circulation coverage of those whose 
hands are on the purse strings when important buying 
is at stake. It's a combination which can make you a 
winner, when you join the steadily mounting list of 
advertisers who schedule Advertising Requirements 
firstand regularly, when they set up promotion budgets 
designed to get action. 
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For Counter Display . . . Interior 
insert protects during 
shipping, holds bowls 
at point-of-purchase. 
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Unusual Shape Fitting the product, 
this carton permits three-sided displays 
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Over-all Pattern Tartan 
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Here’s how to get the most impact 
from the outside of your shipping cartons, 
through design and color. 


e@eeThis article is based on ma- 
terial prepared especially for AR by 
G. Gordon Hertslet, manager of 
customer relations and advertising, 
Gaylord Container Corp., St. Louis. 
Additional material was supplied by 
Richard S. Aldrich, Hinde & Dauch 
Paper Co., Sandusky, Ohio; S. Paul 
Boochever, Gibraltar Corrugated 
Paper Co., Jersey City, N.J., and 
John F. Dinges, Stone Container 
Corp., Chicago. 
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Corrugated shipping containers 
have come of age! Their protective 
characteristics are taken for granted 
but their promotional possibilities 
are just now being realized. 

When the advertising man is 
called on to design printing copy 
for a client’s shipping case, he 
should realize that he is dealing 
with a printing process that is prob- 
ably foreign to him. If he looks at 
a four-color page in Life and 


igning 


des 
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Display Shipper 


This carton of kraft is printed in two 


Traveling Poster 


With large areas of color, this 


carton is easily noticed, and stands out no matter 


on the outside, but has three, on a white liner, inside. 


Related Products 


how it is stacked 


Color, illustration and copy varies, but the 


basic design is consistent. Built-in handle encourage customers to 
Family of Cartons . This series of containers, printed take home bulky products 


in two colors on oyster white, gives product information 


and ties together related items 


thinks about conventional corru- 
gated printing as being somewhat 
comparable, he is in for trouble. 
What trouble? Basically, that he 
will come up with a design that 
cannot be printed without serious 
production compromises. 

In other words, he will find that 
the design cannot be printed on 
corrugated the way he has pro- 
posed. This means going back for 
client approval on a design that is 
less impressive than the original. 
Or he will find that he has sired 
a design that is quickly approved 
by the vice-president in charge of 
sales but just as quickly frowned 
upon by the purchasing agent. Pur- 
chasing, very conscious of the profit 
squeeze, has a predetermined idea 
of how much the “package” should 
cost. There is apt to be a chilling 
lack of enthusiasm for “that ex- 
pensive box dreamed up by the 
Madison Avenue boys.” 


>» Many good designs fall by the 
wayside when just a little revision 
before the moment of 
would make for a _ practical and 
economical package. The mere fact 
that the cost is higher is not neces- 
sarily fatal very often, 
more expensive packaging will pay 
off in increased sales and thus ac- 
tually reduce unit costs. However, 
the amount of increased cost should 
be predetermined and identified in 
advance. When this is done, sales, 
advertising, and purchasing can 
proceed in harmony. 

For the purpose of this article, 
let's talk about the general char- 
acteristics of 


decision 


because, 


corrugated shipping 


cases. When advertising people are 
formulating and 
paigns and marketing plans they 
definitely should consider the mer- 
chandising potentials a corrugated 
box offers. The number of visual 
impressions made by these boxes as 


developing cam- 


they pass through the channels of 
distribution; the “traveling  bill- 
board” display space available; the 
color harmony possibilities; the 
repetition of trademark and brand 
image; the coordination between 
printed advertising and the printing 
on the container—all these are plus 
values that can be realized. 

The average artist who makes a 
sketch for a shipping case is not 
expected to know or care about the 
production problems of the box 
manufacturer. However, it should 
be the responsibility of somebody 
working on the account to check 
designs for possible production 
“bugs.” As such a procedure is not 
always possible we are presenting 
some thoughts which might come 
under the heading “Advertising 
Requirements for Corrugated Car- 
tons.” 


>» First, it is good to have a general 
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This new book full of 
profitable IDEAS 


for printing 


“C. ae -— 
flat-as-a-pancake" 
gummed papers 
is yours for the asking 


e+«eSshows scores 
of label,sticker 
and stamp 
designs adapt- 
able for your 
customers’ use 
eee ask for 
book P.278 


THE BROWN-BRIDGE MILLS, INC. | 


TROY, OHIO 


Creative Printed Specialties 


Any size, shape, color, or adhesive... for 
any product, service, purpose, or surface. 
Free Design Service. Satisfaction fully 
guaranteed. Send for ‘New Ideas’ Kit. 


10-A East 49th. N.Y.C. 17 Seen Tt 
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for ART * PRINTING * PHOTO 
LITHO * SILK SCREEN © ENGI- 
NEERING 


Send for Catalog G 
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There's nothing like 
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Write for brochure 
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STIVERS STUDIO HANDBOOKS 


_Ready to use Attention-Getter Cartoons! 
New 1000 proof Stivers Handbook #10 now 
ready for Licensees. Either $2 fee-per-use or 
$9.95 monthly subscription. Only art service 
limited to recognized agencies and National 
Advertisers. Free Folder. 
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knowledge of the method of manu- 
facture of corrugated shipping con- 
tainers. The two basic machines 
used in the process are (1) the 
corrugator and (2) the printer- 
slotter. The corrugator makes a 
“sandwich” from two rolls of liner 
board (top and bottom sides) and 
a fluted roll of the corrugating me- 
dium. The scores which, in most in- 
stances, run at right angles to the 
flutes of the finished corrugated 
sheet are applied at the end of this 
machine at the time the box blanks 
are cut off. From the corrugator the 
sheets go to the printer-slotter 
where the vertical scoring (with 
the flutes), the slotting (forming 
the carton flaps) and the printing 
operations are performed. Next the 
blank goes through a taping, stitch- 
ing or glueing operation for final 
fabrication of the joint, followed by 
inspection. 

The work horse of the industry 
is the two-color printer-slotter and, 
for this reason, we are discussing 
the general run of two-color corru- 
gated shipping containers. Some 
three-color and four-color printer- 
slotters are available in certain 
localities where buyers’ require- 
ments dictate. 


> It should be realized that most 
of the machinery used to print 
corrugated boxes is not designed 
for close register work. It is diffi- 
cult to control the flow of the sheets 
from one printing cylinder to an- 
other accurately. The problem of 
register increases in direct ratio 
to the amount of area covered by 
the printed design. Some very suc- 
cessful efforts have been made to 
employ liner paper preprinted by 
other, more accurate methods, such 
as rotogravure, lithography and 
flexography. However, this involves 
substantially higher production 
costs, special equipment and longer 
runs. 

For the general run of corrugated 
cartons, however, flexible plates are 
used because a metal plate would 
crush the corrugations and_ limit 
the strength of the box. Rubber or 
plastic plates, then, merely kiss the 
surface of the board, leaving prac- 
tically no impression. The ink is 
laid on smoothly. The hardness or 
softness of the rubber or plastic 
material of which the die is made 
is varied according to the printing 
requirements. 


> With the nature of the process in 
mind, we can _ formulate 
specific rules for 
corrugated: 


some 
designing on 


1. The nature of the rubber plates 
used usually dictates the use of 


simple, uncomplicated designs. It is 
important to check your boxmaker 
for his specific limitations. In many 
cases, the rubber plates are pains- 
takingly engraved by hand. 


2. Register between colors (color 
over-lap) should be 1%” if possible 
—1/16” at the very least. 


3. Long straight lines, if too nar- 
row, may give trouble as waviness 
in printing can result from flexing 
of rubber plates unless a_ broad 
tapering shoulder is provided. 


4. As the blank is generally scored 
immediately after printing, the de- 
sign should be kept at least %” 
away from the score. Sometimes 
this limitation can be circumvented 
by discussion with the box supplier 
who may be able to coordinate 
your design with available equip- 
ment. 


S. Price is influenced by such fac- 
tors as complexity of design; per- 
centage of ink coverage; number 
and color of inks used. 


6. Excessive printing of ink in large 
solid areas may produce problems 
of offsetting and drying. Where 
over-printing is used there is the 
additional problem of trapping 
(bleed-through). 


7. When white is used as the first- 
down back-up color, allow more 
than the usual bleed because white 
ink must be applied heavily (loaded 
on). 


8. Gold or silver metallic inks used 
in a two-color design frequently 
must be backed up by a solid color 
(preferably white or 
printed first down. This will help 
the metallic inks maintain their 
brilliance. Metallic ink should al- 
ways be the last down. 


yellow) 


> This list of “do's and don'ts” 


As | see it, our main problem is pack- 
aging. 





makes it sound as though corru- 
gated is difficult to work with. It 
isn’t—provided you think of the 
box in terms of an outer shipper, 
a “traveling billboard” easily rec- 
ognizable at a distance and the 
ideal vehicle for promoting a brand 
name or trademark. The headaches 
usually come when basic simplicity 
is destroyed by attempting to make 
the shipping carton do the same 
sales job as a shelf carton. 

There is a wide-open opportunity 
for ingenuity in package design. For 
example, basic design principles can 
be used to give the effect of bigness, 
quality, etc. Almost photographic 
realism can be achieved by using 
illustrative techniques, such as 
wood engraving, that lend them- 
selves particularly well to repro- 
duction on corrugated. Even fine 
halftone reproduction can be 
achieved under certain conditions. 

There is a rather wide assort- 
ment of paper liners to choose from. 
New whiter and brighter’ kraft 
liners, including “oyster white,” as 
well as a wide variety of over-all 
colors and patterns applied on the 
boxmaker’s printer-tinter or print- 
er-slotter, are available. There is 
a marked trend in kraft manufac- 
ture to lighten the color of the 
board. Almost all boards are con- 
siderably lighter now than they 
were even two or three years ago. 


This factor has real importance for 
the success with which corrugated 
can be printed because the printing 
looks better on light colored board. 

However, if the product goes 
through repeated handlings you 
might want to think twice before 
suggesting a white or pastel color 
box. Should your production run 
be long enough you could even 
consider having the paper mill 
make a special color paper for your 
client. Many box companies offer 
premium cylinder and fourdrinier 
paper liners which, because of their 
denser formation, provide a smooth- 
er, glossier printing surface than 
is provided by the more commonly 
used types of kraft. 


> When designing, consider also the 
functional aspect of the corrugated 
box: 


e Are the quantities, the sizes and 
shapes correct from the standpoint 
of handling ease, stacking and 
warehousing? 


e Are the contents of the box 
clearly stated on all surfaces? 


@ Should the box serve as a display 
shipper? 


Some research on these points 
ahead of time may pay off hand- 
somely. 

To sum up, keep both the possi- 
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bilities and the limitations of corru- 
gated in mind. Before you finalize 
your design for presentation to the 
client, check it with a box supplier 
suggested by the client's purchas- 
ing department. You'll be surprised 
how much genuine help you will 
receive here and how much appre- 
ciation you will get all down the 
line for designing a box that is at- 
tractive, practical and within budg- 
et bounds. 44 


Signposts... 


Catalogs Reveal Variety 
Of Packaging Paths 


New catalogs to come across the 
AR editorial desks are not only 
helpful but extremely revealing as 
to the variety of packaging current- 
ly available. The following are well- 
illustrated and well worth viewing 
time. 


Semi-Rigid 
Containers 


Produced as a work 
book for the plastic 
packaging industry, 
this “Catalog of Ideas” from J-E 
Plastics Packaging Co. illustrates a 
complete line of semi-rigid, trans- 
parent packaging containers. 

The items illustrated range far 
and wide in variety of styles, and 
each style section includes a page of 


MODEL E 


UAT relul- bits 
Tyme) dita hated) 
Ty ee ae 
Post card size 
to 11 x 1442" 


Models start at $3000. Also 
models for magazines, heavy 
publications, newspapers. 
INVESTIGATE TODAY! 
NO OBLIGATION! 


CHESHIRE Inc. 


1644 North Honore Street ¢ Chicago 22, Illinois 





instructions on designing your own 
specific package. 

Additionally, the catalog is more 
than that in that it is almost a 
“seminar” on semi-rigid packaging 
by providing complete manufactur- 
ing procedures, printing data, and 
full details on the proper specifica- 
tions required when planning to de- 
velop an original package. 

Copies are available. 

. for more details circle 706, page 105 


Standard Stock A catalog of stand- 
Plastic Boxes ard polystyrene 
boxes. currently 

available in stock has been released 
by Diamond Plastic Box Co. 

Complete size, weight and price 
specifications are given for each 
container type and style, plus a list- 
ing of opaque colors 
ordered in the boxes. 

The back pages of the catalog 
contain full details on hot stamping 
advertising imprints. 

Copies are available. 


that can be 


. for more details circle 707, page 105 


Collapsible 
Metal Tubes 


An old product 
goneextremely 
modern in _ recent 
packaging trends, the story of col- 
lapsible metal tubes and their many 
applications is covered in this Wirz 
catalog. 


Regardless of what you make .. 


Items “tubed” range from hand 
cream to peanut butter in the color- 
ful catalog and the products shown 
point rather dramatically to the 
endless possibilities of the tube 
container in packaging.. 


Specific details concerning the 
Wirz tubes include data on the 
tube openings and tips, standard 


nomenclature, collapsible tube 
standards, impact and special ex- 
trusions, design factors, and Wirz 
product testing procedure. 

A checklist in the back of the 
catalog gives readers a list of specific 
facts needed by Wirz before the 
company can quote prices. 


- for more details circle 708, page 105 


Scotchcal Film Uses 
Described in Folders 


Industrial applications of Scotch- 
cal film for appliances, transporta- 
tion units, etc., are outlined in a 
series of folders from Minnesota 
Mining and Manufacturing Co. 

Advantages reported for Scotch- 
cal include appearance, durability, 
ease of application and economy. 

The folders are illustrated with a 
variety of the 3-M emblems already 
in use by nationally known com- 
panies. 


- for more details circle 709, page 105 





. what your product is... 


you can obtain the finest quality gravure color plates 


and advertising preprints from ACME. For advertising 


agencies and national advertisers, or gravure cylinders for 


all packaging printing . . 


specify ACME. 


Your inquiry will receive immediate attention. 


ac me gravure services inc. 


1501 West Congress Street 


. regardless of your line, 


Chicago 7, Illinois 





Phone: CHesapeake 3-1377 


if it’s Quality — if it’s Delivery — it’s acme 
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Hard Sell Check List 
Points Out Label Uses 


Is your “hard sell” softer than it 
ought to be for fast selling? A check 
list indicating 12 tested ways to 
shift into high through more effec- 
tive use of labels is available from 
Allen Hollander Co., New York. 

Developed to steer sagging sales 
campaigns into hard-hitting promo- 
tions, the “hard sell” labels are 
suggested as stimulators in the fol- 
lowing areas: 


1. Direct action demonstration 

2. The printed sales talk 

3. Backing up the dealer 

4. Making the carton “a package” 
S. Banding the merchandise to 
make the value look bigger 

6. Promoting an “idea” that sells 
7. Cash value couponing 

8. Merchandising advertising 

9. Spots that stimulate sales 

10. Tags floating labels 

11. Training sales personnel 

12. Offering a special service 


In addition to the hard sell check 
list, Hollander describes the various 
labels in the line in detail. 

. for more details circle 710, page 105 


Manischewitz Wine Carton 
Wins Folding-Box Award 


First award winner in the recent 
annual competition sponsored by 
the Folding Paper Box Assn. is the 
six-pack wine carton for Manis- 
chewitz wines by Container Corp. 
of America. 

Designed in a book-style carton, 
the maroon-and-green carton 
shows six bottles when open, three 
on each side. Easy-take-home car- 
rying is featured by lock tabs that 
secure the bottles within the pack- 
age. 


The package retails for approxi- 


mately $2.30 and is being dis- 
tributed nationally through package 
stores and grocery chains. 44 





Multiple Sale Pack Effective line 
merchandising and multiple sales stress- 
ing plus easy carrying won a first award 
for Manischewitz wines in Folding Box 
competition 





A report on one of the most intensive surveys yet made 


Your Point-of-Purchase? 


Johnson’s Wax believes in using 
point-of-purchase, but not in 
wasting money. To get at the 
truth, the company made its 
own survey, interviewing more 
than 24,000 grocery stores. 


By A. R. Menzies 

Sales Promotion Manager 
Household Products Div 
S. C. Johnson & Son 
Racine, Wis. 


Millions of dollars were spent last 
year on point-of-purchase adver- 
tising. It has been referred to as 
a billion-dollar industry, but no one 
knows exactly how much money 
was actually spent. No one can tell 
how much of this point-of-pur- 
chase material was used—or was 
not used—or why it was not used. 
It has been estimated that as much 
as 90° of manufacturers’ materials 
is wasted. 

We at Johnson’s Wax were seek- 
ing information, and decided that 
a grocery store survey could help 
answer some of these questions for 
us. We conducted such a survey in 
conjunction with the merchandising 
department of Foote, Cone & Beld- 


ing, one of our three advertising 
agencies. 


> Why did we embark on a survey 
of this scope? First, we felt that 
a great deal of display material 
was wasted. We want to get more 
of our material viewed, because it 
is just a piece of paper on a piece 
of cardboard until it gets into a 
store. Then, and only then, does it 
become point-of-purchase advertis- 
ing. 

We also wanted to know why 
grocers will reject display material. 
We wanted to know if there are 
any regional differences we should 
consider, and if there is any vari- 
ance in supplying material to chains 
as compared with independents. We 
can summarize our whole objective 
of this survey by saying that John- 
son’s Wax believes in point-of-pur- 
chase advertising to the extent that 
it is necessary to determine how 
our products can more adequately 
meet the in-store advertising needs 
of modern grocery retailers. 

The survey was conducted in two 
parts—a major survey plus a de- 
tailed questioning of those respon- 
sible for display material in chain 
buying headquarters. 

In our major survey, the work 
was conducted by our own John- 


son’s Wax salesmen. Each man was 
given a supply of I.B.M. cards, and 
through the use of a mark—sensing 
pencil indicated the date, his area, 
and the size and type of the gro- 
cery store. He checked any of 
fourteen types of point-of-sale in 
use in that store at the time he 
made his call. These pieces were not 
limited to Johnson’s Wax material, 
but were any manufacturer’s ma- 
terial appearing in the store. 

The fourteen pieces tested were 


cardboard shelf edgers 
plastic price channel 
window or wall posters 
can toppers 

over-wire banners 


strips 


counter cards or displays 
advertising reprints used in any 
form whether mounted or hung 
from the ceiling 

metal display stands 

pole toppers over product dis- 
plays 

entire store promotions 

mobiles 

window decals 


This article is adapted from a report 
delivered at the first national work- 
shop of the Point-of-Purchase Advertis- 
ing Institute. 
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® metal shelf extenders 
® cardboard floor display stands. 


A total of 23,349 stores were con- 
tacted. This is 8° of all grocery 
stores in our nation. Those of you 
who are familiar with market re- 
search know that this is a very ade- 
quate sample. There were 11,138 
chain stores contacted or 57% of 
that trade. I should define a chain 
store in our thinking at Johnson’s. 
We consider and sell as a corporate 
chain any group of four stores or 
more with a central warehouse. 
There were 12,211 independent 
stores or 4% of all independents, 
but 25° of all the independents 
contacted by our sales force (stores 
doing over one hundred thousand 
dollars per year). Our sample was 
well spread throughout the country, 
from 8% in the Southwest region 
to 16°7 maximum in other areas. 


> From our survey, we found that 
we can classify displays and display 
materials into three categories. We 
feel that no type of display material 
is bad, so there can be no poor cate- 
gories of point-of-purchase adver- 
tising. We borrowed a tip from 
Sears, Roebuck & Co. and called our 
classifications “good,” “better” and 
“best.” 


All “good” classifications were 
those display pieces that appeared 
in less than 45% of the almost 
24,000 stores, “better” were those 
used in 45 to 60% of the stores, and 
a “best” piece was any that ap- 
peared in more than 60% of the 
stores. 


e In the “good” category were can- 
toppers, counter cards, advertising 
reprints, mobiles and window de- 
cals. 


@ In the 
posters, 


“better” category were 
over-wire banners, pole 
toppers over displays, metal shelf 
extenders and entire store promo- 
tions. 


@ In the “best” category were card- 
board shelf edgers, plastic price 
channel strips, metal or wire dis- 
play stands and cardboard display 
stands. 

Out of these “best” items there 
were three which consistently ap- 
peared to have more acceptance in 
all classes of trade, in all types of 
stores, all sizes of stores and in all 
regions. We call these the “Big 
Three:” 1. shelf extenders, or shelf 
edgers, 2. metal or wire display 
stands or merchandisers, 3. card- 
board floor display stands or mer- 
chandisers. 


Pick a Bonus Combination .. . 


Here's a package deal that’s fit to be tied and wrapped for economy. 


Combine your insertions in any two 


or three—of these publications. 


© Advertising Requirements 


© Industrial Marketing 


© Advertising Age 


issued by Advertising Publications. Ine. 


By combining your total number of insertions 
vou earn the best frequency discount for each. 
and the minimum rate-holder regulations apply 


for maximum economy ° 


Advertising Requirements 200 E. Illinois St., Chicago 11 
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Which POP Displays are 
Used Most? 


@ By 60% or more of all stores 
cardboard shelf edgers 
lastic price channel strips 


or wire display 





In contrast to the Big Three, we 
found least acceptance in these 
24,000 stores for decals, advertising 
reprints, can toppers and mobiles. 

The display material seems to 
have the best acceptance where the 
product is at the shelf or on display; 
where customers make the deci- 
sions; where you pull the eye to the 
product. 


> There were some interesting fig- 
ures revealed in regard to chain 
versus independent use of point-of- 
purchase material. We found that 
the best material was generally 
used in chain stores. However, of 
the material used in the indepen- 
dent stores, more was used at the 
shelf. For example, there was 11% 
less use of shelf edgers in chains, 
13° less use of plastic price chan- 
nel strips, 16° less use of can top- 
pers. In the chains, however, there 
was a great deal more of floor dis- 
plays, 38° more of all store pro- 
motions, 15° of pole toppers, 8°, 
more of display stands. 

This seems to indicate that there 
is less control of point-of-purchase 
material by independent stores and 
more planned promotions by chains. 
This was also corroborated in the 
chain personnel questionnaires. The 
reason may be simply size, or pos- 
sibly that more all-store promotions 
or display programs may be offered 
to chains than are offered to inde- 
pendents. 

More point-of-purchase seemed 
to be used in national rather than 
local chains. This may again indi- 
cate more control in local operations 
that have fewer stores. 


> As to regional differences in the 
use of point-of-purchase material, 





“the Big Three”—cardboard shelf 
edgers, wire display stands and 
cardboard display stands—reared 
their heads right across the board. 
There were two variables in this 
situation. Cardboard shelf edgers, 
for example, showed very little use 
in the East Central section, which 
includes such cities as Pittsburgh, 
Cincinnati and Detroit. Metal and 
wire stands showed less usage in 
the Northeast area. Although can 
toppers showed in the “least used” 
category over-all, in the Southeast 
they stepped up into the “best” 
category. 

We found that most usage of all 
types of display material was in the 
Southwest, particularly in Texas. 
However, it seemed to be all in the 
chains, where overwhelming use of 
display material offset the very 
little usage in the independents. The 
least usage of all display material 
was in the Central region including 
Cleveland and Cincinnati. As to 
regional differences in chains, we 
found that only one of the “Big 
Three” was in the “best” category 
in all areas and that was the card- 
board display stands. 


> The second part of this survey 
dealt with chain buying headquar- 
ters. Our 40 district sales manager 
contacted 226 chain buying head- 
quarters, which is 57% of all the 
chain stores in the nation. Two hun- 
dred and fourteen answered our 
questionnaire. Of these, only five 
did not use point-of-purchase ma- 
terial. Their reasons were, “com- 
pany policy,” that it “cluttered up 
the store,” or they didn’t care to tell 
us why they didn’t use it. 

One thing which we _ thought 
would be interesting and important 
to establish, was what the chains 
thought should be the purpose of 
point-of-purchase advertising. The 
answers act as a confirmation of our 
established beliefs rather than 
offering anything new and startling. 

Forty-three percent (almost half) 
felt that the function of point-of- 
purchase advertising was to sell 
merchandise and increase turnover 
or movement. To attract attention 
and arouse buying interest totaled 
up another 44%, and 12% felt that 
point-of-purchase can be used 
effectively to introduce seasonal 
and sales merchandise. Ten per cent 
had the feeling that point-of-pur- 
chase might dress up their store. 
Another ten per cent gave answers 
which included such things as “edu- 
cate the consumer,” and “create im- 
pulse sales.” 

Very often people mention that 
size is a factor which prevents a 
display from being accepted in a 
chain store. Although 43% did indi- 








NEW “TWO-SIDED” 


American Decal 


Pressure Sensitive (“sces‘*) Sions “Stop ‘Em” 


COMING /...and GOING 


Peele) eal Mey T 
Sytee manent as ordinary 
decals . . . applied 
without water — in 

seconds. 


The leader in the development of pressure sensitive (water- 
less) decal signs, AMERICAN DECAL now offers another 
important ‘‘plus factor’’ for the point of purchase adver- 
tiser utilizing the valuable window space of his dealer. 
To build ‘Brand Preference’ this new pressure sensitive 
decal places the product name on the outside —a com- 
bination courtesy ‘‘thank you — call again’’ and reminder 
message on the inside . . . attracting the attention of the 
customer not once . . . but twice! 


Write for complete information and samples of 
American wateress decals on your letterhead! 
American Decal valances 
“stop 'em” 


“Ty passing by 
eT Ste 
= 


American Decalcomania Co. 


4334 W. Fifth Ave., Chicago 24, Ill. 
Mfg. plants: Chicago - Cleveland - New York - Windsor, Ont., Can. 
Offices in all principal cities 


NEW HORIZONS 


TT ella 
PY ae) 


under the sea 
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cate size limitations, 50°, did not. 
It appears that limitations are pri- 
marily on shelf edgers, (which 
should not cover up merchandise), 
display banners and window ban- 
ners. 

We asked the 226 chains, “Do you 
have a large-store versus small- 
store point-of-purchase problem?” 
Sixty per cent indicated that they 
have and that we should take dif- 
ferences such as quantity of stores 
and size, type of store and fre- 
quency of promotions into consider- 
ation. 

In determining how much control 
the chain buying offices had over 
displays, it was discovered that 25% 
of the chains gave their store man- 
agers absolutely no control over 
what displays would go into their 
stores. They entirely dictated what 
items would be displayed and when. 


> Very often when suppliers and 
purchasers of point-of-purchase 
material get together the subject of 
individually-packed material comes 
up. 

We think that this is answered by 
the 74°) of the chains who shipped 
their materials directly to the stores 
from their warehouses. If the chains 
are to take time, labor, and money 
to break bulk shipments into in- 
dividual packets for their stores, 
this answer is obvious. This is up- 
held also by the fact that 48° or 
almost half the chain stores will 
allow displays to be built only by 
their store personnel. Our salesmen 
don’t get a chance at it. Another 
48°; have asked occasionally for help 
from a manufacturer’s representa- 
tive. In addition, this points up the 
need for simplicity of construction. 

We learned, disappointingly, that 
one quarter of all the chain stores 
had only 25% of their point-of- 
purchase material supplied by man- 
ufacturers and 50° of the stores 
said that the manufacturers pro- 
vided only one half or less of the 
material they used to advertise the 
products in their stores. What a 
challenge that is! Certainly the re- 
tailers are spending more money 
than they need to on point-of-pur- 
chase advertising. Just as obviously, 
we are wasting a lot of money as 
manufacturers and we are not off- 
ering the right kind of material or 
it would be used more often. 


> So now the question is, how do 
you get chains to use more of your 
material? Perhaps we should refer 
to the Big Three, using more of the 
cardboard shelf edgers, wire display 
racks and cardboard display stands 
or merchandisers to gain acceptance 
by the trade. 
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We asked the chains if they had 
seen any recent display material 
that they considered outstanding 
and why they considered it out- 
standing? Their answer was a form- 
ula which breaks down into three 
parts, which we call SAC. SAC re- 
fers to size, appearance and content. 

@ In size, the chains want a dis- 

play that will fit their require- 
ments, one that creates a mas- 
sive appearance without being 
massive. 

In appearance, they want good 
color, they want it eye-catch- 
ing. They want it to dress up 
their store, they want it to be 
easily seen and they want it 
animated. 

As for content, they want 
theme advertising that they can 
tie in with. They want it time- 
ly, they want it benevolent. 
They want it to tie in with 
their advertising and the man- 
ufacturer’s advertising. I guess 
they want what we are trying 
to give them all the time. 


> Very often we ask ourselves, are 
we wasting time producing material 
that does not have a special pro- 
motion tied to it? It may appear 
contradictory to some of the state- 
ments I have given already, when 
we say that we asked the chains if 
they would use material on a day- 
to-day basis or if a special promo- 
tion is necessary to gain acceptance 
by them. We were surprised to see 
the split. Forty-four per cent do use 
material on a day-to-day basis, and 
45°; do not or will not permit it. 
It appears, at least to us, that it 
would still be worth while to fur- 
nish our men with material that 
covers our whole line, even though 
we do not have the specific promo- 
tion for it. 

There have been many manufac- 
turers such as Del Monte, Kraft, 
Libby, and Stokely-Van Camp, who 
have had a great deal of success in 


all-store promotions. We queried 
the chains particularly on this and 
found that 72% approved of all- 
store promotions, whereas 16% did 
not. The approval however, had 
some qualifications. To be approved, 
all-store promotions should be ex- 
citing, timely, seasonal, adaptable — 
and have a theme to which a chain 
can tie its own promotions and 
other products. Of the 16%, that dis- 
approved, they gave reasons such as 
too frequent, too domineering, un- 
balances inventory and leaves no 
room for individualism. 


> In conclusion, I like to emphasize 
how deeply and sincerely we be- 
lieve in point-of-purchase advertis- 
ing. We have written a Johnson’s 
Wax point-of-purchase creed that 
we often quote to grocers. It goes 
as follows: “We believe that the 
point-of-purchase is the most im- 
portant point in a store, that it is 
the shortest distance in the selling 
cycle between the customer and the 
sale, that it is the only place a sale 
is completed. We believe that the 
right advertising at this point-of- 
purchase can increase your sales 
and ours, and we will constantly 
strive to find the right materials to 
do that right job. We believe — to 
the extent of investing many, many 
thousands of dollars a year — that 
point-of-purchase advertising 
teamed up with our other advertis- 
ing media can turn a store’s point- 
of-purchase into an even greater 
point-of-profit.” a4 


Guys and Dollis .. . 


Ronson Themes Displays 
For Ultimate Consumer 


One of the nicest jobs of “selec- 
tive showcasing” a product is seen 
in the themed displays produced 
by Lane Display Corp., N.Y., for 
two lines of lighters manufactured 
by Ronson Corp. 


e The 


alone” 


Ronson Petite—‘for her 
-lies cushioned in a powder- 


fr hey ate 


One 


N ; 
~ Easy ae | t ile ’ 


Wives ®4a8e 


Ronson’s Ladylike Display ... 





If it matters how well your self-adhesive 


Genuine FasCal Vinyl and Chrome self-adhesive materials 
are identified by the imprint on the back. This is your assur- 


Look for the ance the sign has 
* superior high-tack adhesive 


* a smooth, glossy surface that will not peel, crack or de- 
laminate...a surface that screens beautifully and lasts 
and lasts 


high resistance to heat, cold, road dirt and chemicals 
backing that peels off easily, uniformly — consistently! 
* a reputation for top quality earned through years of use 


. If this is what you want, insist on FasCal. It’s imprinted to 
Imprint on the Back help you avoid unsatisfactory substitutes. Samples gladly 


submitted on request. 


ower) 


fossorn: Fasson Products 


Department AZ ¢ 250 Chester St. © Painesville, Ohio 


an Avery company Elmwood 2-4444 


July 1958 + ao * 672 





Wh wh i 


Wig 
\| Y 


When the “‘Signs”’ are right. . 
YOU GET RESULTS! 


You don’t have to beat the bushes for business when 
your sales plans include signs by Texlite. They’re 
working for you, around the clock .. designed right 
to get maximum results .. engineered right to give 
longer service at less maintenance cost. 

For 10 signs or 10,000 .. in porcelain enamel, plastic 
or combinations of these two outdoor materials.. 
four hundred sign craftsmen are at your service. 
And Texlite’s modern, 160,000 square foot plant is 
fully equipped to produce “silent salesmen” you can 
depend on to reach more people, at lower cost, than 
any others you can use! 


See How Others Have Used Signs by TEXLITE to Gain 
Sales Objectives .. This 20-page, beautiful full- 
color booklet shows 101 signs built for some of 
the nation’s most successfully sales-minded 
companies. 


\ Request your free copy on company letterhead. 


Builders of 
Quality Signs 
Since 1879 


3307 Manor Way Dallas, Texas 


Offices in Principal Cities 


You Get Something 
Extra at API 


Advertisers may combine their total number of insertions in— 
® Advertising Requirements 
® Advertising Age 
® Industrial Marketing 


—to earn the best frequency discount for each (minimum 
rateholder regulations applying). 


ADVERTISING PUBLICATIONS, Inc. 


200 E. Illinois St., Chicago 11, Illinois 
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blue “velvet” pillow trimmed in 
blue braid. The display holds six 
different styles of the “Petites” and 
the angle of the pillow is adjust- 
able so it may be raised for win- 
dow display and lowered for use 
as a countercase tray. Carrying an 
over-all dainty “feel” to appeal to 
the ultimate feminine users, the 
display bows to the feminine mind 
with copy that emphasizes. the 
“easy-fill” feature of the product. 


~~ 
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And Then There’s the ‘“‘He-Man” .. . 


e The new “Varaflame” lighter is 
slanted for the rugged “pioneer” 
to be found in men of all ages with 
the slogan “The Lighter You'll Take 
to The Moon.” The lighter itself is 
pocketed in a see-through plastic 
“satellite” as the company’s new 
“rocket-power Butron” fuel cylin- 
der orbits with it. Background of 
the display is a full-color reproduc- 
tion of the earth as seen from 
“missile-altitude.” Additional copy 
features “adjustable flame, thou- 
sands of lights, jet fuels in seconds.” 

44 


Easy-Seeing ... 


Catalogs Illustrate 
Variety of Eye- 
Attraction Devices 


Before you can sell ’em, you've 
got to stop ’em, and the better the 
seeing, the easier the selling. The 
following catalogs describe a variety 
of ways to call attention to the 
company name, product or store. 


Colorful Vision unlimited is 
Ad Displays offered in a vivid 
collection of eye- 
catching items illustrated in a cata- 
log from National Banner, Dallas. 
All long-range impact items, the 
items in the catalog include whirl- 
away spinners, link letters, alu- 
minum streamers, pole flags, aerial 
pennants and spinners, giant ban- 
ners, mass pole displays and a host 
of other attention-getting items. 
. for more details circle 712, page 105 








Name Plates Details on a line of 
In Variety metal name plates 

are available in a 
catalog from the United States 
Nameplate Co. 

Models in the line include “No- 
Die Chrome,” “Color-Tone,” and 
“Custom-Chrome.” 

Information in the catalog in- 
cludes lettering styles available for 
each model with maximum line let- 
ter counts, price and ordering infor- 
mation plus illustrations of stand- 
ard automotive emblems available 
on the name plates if desired. 






































- for more details circle 713, page 105 





Spanjer Bros. Practical applica- 
Wood Letters tions and specifica- 
tions on a variety 
of 3-D wood letters are covered in a 
catalog from Spanjer Brothers. 
The round faced wood letters are 
illustrated in eight different type 
styles including futura, gothic, deep 
ribbon, egyptian, broadway, etc. 
Complete size specifications and 
prices are given for the standard 
wood letters in the catalog and an 
additional section gives details on 
the availability of custom designs 
for wood signatures, trademarks, or 
logotypes. 





- for more details circle 714, page 105 






























You'll get more signs up . . . because you'll enjoy all 









Swinging Wing Panels 


Detailed in Catalog the advantages of simplified Pressure Sensitive Appli- 





cation... PLUS the permanence of a true decal sign! 
A complete line of currently | 
amo ea Seva Benes . ; ot Ty . . : ; i 
- a ~ eg — a gel \- Ba The list of leading national and regional PO.P. 
ar =t ye > . . « ys . 4 : Soke * ° . 
=e. a in a cata = —_— @y f ' advertisers who have switched to Meyercord 
Multiplex Display Fixture - Robbins Pressure Sensitive Decal Signs grows constantly. 
The panels are designed to swing More and + wietiioe ane enue ; ; 
: FLOOR PROOUCTS. Inc More and more advertisers are coming to appre- 
open or close in a loose-leaf for- 


























ciate the speed and simplicity of Pressure Sensi- 
tive Application, combined with all the brilliance 
and permanence of a true Meyercord Decal. No 
water is needed for this rapid, easy application 

. just peel off the backing paper, apply and 
squeegee. It’s a fact proved over and over that 
far more signs go up... because you'll have the 
fullest cooperation of routemen, salesmen and 
field crews. Any size or colors, including full 
color halftones. 


mat and the line includes a wide 
variety ranging from the portable 
stand type to a cabinet style to com- 
plete wall panels. 

Suggested applications and de- 
tailed specifics are included with 
the illustrations of each item. 


















- for more details circle 715, page 105 


We'll gladly send you samples and full information 
about Pressure Sensitive Decal Signs ... write! 





TUE GRASS! 


Dro. nnd 
woe the MEYERCORD co. 


Dept. W-207 5323 West Lake Street, Chicago 44, Illinois 
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Then we have this direct, to-the- 
point sign! 
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Here's how you can prepare 


BETTER ART 


for Reproduction & Presentation 
Sheets with 


OLTAK | 
Adhesive Back 


Hand Lettering & Type Alphabets 


@ Over 300 of the latest Styles 
from 18 to 144 pt. 


Shading Film in Matte-Finish 
@ Standard Screens from 30 to 85 line 
@ Standard Tones from 15 to 60% 
@ Takes pencil, pen and color smoothly 


Color Film in Matte-Finish 
@ 51 Different Standard matched printing 
f\ inks including Gold, Silver and Fluor- 
escent colors 


FREE “‘How-to-do-it’’ booklets 


H. T. HERBERT CO. 
10-63 Jackson Ave., 
Long Island City 1, N. Y. 


on 


Seles manuals 
Ad inserts 
Dealer promotion 


Paste-up Acetate 


LOW COST 
HIGH QUALITY 


FULL COLOR 
LETTERPRESS PRINTING 


Greeting cards Sparkling GEM Color — 

Magazine covers YOP QUALITY letterpress printing at LOW cost 
POP for runs of 100 to 10,000. Reproduced from trange 
Poster previews parency or art work. All jobs color proofed. 
Delivery in 2-3 weeks. Free samples. 


Catalog sheets 
Catalog covers 
Post cards 
Self mailers 


Sales previews 


TT reg ke neePOrar | CO 


JUTH SECOND ST MILWAUKEE 4, WIS 


ENAMELED BLANKS 


®Tackers Real Estate ° Traffic Control 
*Circles * License Plate ¢ Steel * Aluminum 
©32 Ga.to 14 Ga. ©All Sizes, Shapes, Colors 


THE YARDER MANUFACTURING CO. 


725 PHILLIPS AVENUE, TOLEDO 12, OHIO 


PROFESSIONAL 
LETTERING 
TECHNIQUE 


Write for literature j 
f J 
The Stik-a-letter Co. Rt. 2 - Box 286, Escondido, Calif 


AR 


Next month in 


© How to Give Away an Air- 
plane 


e 29 Ways to Measure the 
Effects of Packaging 


e A Basic Guide to TV Com- 


mercials 


® The AR Album of Exhibit 
Ideas 
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Special AR Convention Report” 


SPEA Speakers Give Tips on 
More Effective Handling of P.O.P. 


Move promotions into the stores 
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xculars that attract people to shopping centers are fine. But the 
are only prospects until they are attracted from the mall into 
themselves. Shopping centers are finding, according to 
in of Chain Store Age, mall promotions keep crowds out 
Better use the mall platform for announcements, saying 


the sporting goods stores, that others are in the 
on fashion shows. Too much emphasis is put 


not enough on the in-store shows 


more use out of art already paid for 


Listen to your point-of-purchase supplier e can save you money 
eg 
Kenneth Haw 


used five-year-old artwork or 
The old art 


promotions 
thorr 
1A - - - f vw ~ 
AJ's paid for years 
1g0, is still tive, and nobody remembers it's 


To the 


old art, except the 


consumer, it's still new 


Products and markets are constantly changing 
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Keep up with the times. Products and types of outlets change, but the 


RCA's 
sid advertising and sales promotion 
find that 80% 

market ten years ago. In the interim 


shifts of location 


aware of this completely 


lant af 


of company sales today are 


types of out- 


Or OU 


what the store wants | 


not what you line of 


t you think it wants in the f 
f-purchase displa Stephen Masters of the discount house 
(naturally) he had all the millions of 
for discarding by him into 

jo not use displays. The 
play, is shown in open-glass cases or on back 
Pegboard sells ten times more products than 
four-color lithographed piece in 


via pegboards 


beautiful discount houses, he 


It takes time to make up your mind 
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Does it really take a supermarket shopper eight seconds to make ur 
to the point where 
gospel truth. Statements about time are 


ported by 


her mind? Statistics from some surveys say yes 
too many take this figure as 
pure fiction, evidence facts, according to Nabisco di- 

It takes the shopper ten 


time that can be put into 


rector of market rese 


esearch should be 





FOR BETTER DISPLAY MERCHANDISING 


Here are the 
abilities needed to 
complete BIG PLANS: 


e Display Specialist 

e 35 Years’ Experience 

¢ Designs for Selling 

e Knows Display Objectives 
e Versatile Engineering 

¢ Quality Construction 

¢ Quantity Production 

e Any Size Display 

e Integrated Facilities 

e Represented Nationally 


Baver & Black 
No. 638 
Elastic Goods 
Compact 
Floor Display 


REVOLVING DISPLAYS 


om 


COUNTER DISPLAYS 


WALL OFSPLATS 


REGISTER DISPLAYS 


A. M. DEECO: supplier of permanent displays 
to merchandisers who make big plans, 
coordinates his complete facilities 
with their complete programs, 
from design to delivery. 

When successful selling depends upon 
being on target and on time... put 
your display problems in the hands of 
an organization as capable in its 
business as you are in yours. 

Call in A.M. Deeco. Find out how 
well his service can help your sales... 


ADVERTISING METAL 
7 DISPLAY CO 


DESIGNERS AND BUILDERS OF MERCHANDISING UNITS 


CHICAGO 50 + 4624 W. Nineteenth Street/Bishop 2-1242 
NEW YORK 10 «© 2 East 23rd Street/Algonquin 4-1295 
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plan the BEST displays / 


Colorful and effective, Reyburn's corrugated printed awnings and point- 
of- purchase display pieces are the most direct way to customer interest. 


Printed from one toseven color effects with Benday and halftone 
combinations, Reyburn’s printed displays give the most value for the 


minimum outlay 


See your nearest Reyburn representative to-day for to-morrow's profits. 


THE REYBURN MANUFACTURING CO., INC. 


PHILADELPHIA 32, PA. . 


More Interior Light 
Offered by Plexiglas 


A line of new Plexiglas signs 
which transmit more interior light 
than present models has been in- 
troduced by Mulholland-Harper Co. 

Called ’60 Line Signs, they are 
available in single-face designs that 
transmit light in three directions 
or double-face models which trans- 
mit the light through four sides. 

Translucent acrylic paint in any 
color is used and the signs are re- 
ported to be resistant to fading or 
discoloring with age. 

Three standard widths are avail- 
able ranging from 24 to 48”, and 
height is 11” in all cases. Quantities 
ordered can be small, medium or 
large with or without clocks. 

Suggested locations include win- 
dows, walls or counters. Additional 
information may be obtained from 
Mulholland-Harper Co., 5802 Ta- 
cony St., Philadelphia 24. 44 


Point of Sale Checklist 
Shows How They Can Sell 


Can point-of-purchase_ displays 
sell any product? The answer is 
an unequivocal “yes,” according to 
a comprehensive checklist leaflet 
from Copeland Displays. 
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ROYERSFORD, PA. 


Listing altogether 73 ways in 
which a display can aid the sale 
of a product, the Copeland folder 
goes into such problems as: 


® gaining a good store location 
® creating institutional appeal 
e featuring details of product 


The inside of the folder contains 
a series of color illustrations show- 
ing practical product applications of 
Copeland displays. 

- for more details circle 724, page 105 
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Recession-Receder . 
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Courtesy of NAEGELE OUTDOOR ADV. CO. and G.A.C 


Another SPEA Report... 


Horace R. Barry, merchandising man- 
ager, the Nestle Co., gives some prac- 
tical advice on telling in advance 
whether a p.o.p. display will be effec- 
tive. 


...in ar for August 


Prize Design Development 
Shown in Poster Annual 


Last year’s best dssigns in the 
poster and painted display are 
available for viewing now with the 
release of the current Poster An- 
nual by Outdoor Advertising Inc. 

Special feature of the annual is 
a section entitled “Award Posters in 
the Making.” This section shows, 
by actual illustrations, the design 
evolution in the development of 
each of the three Grand Award 
posters. 

Other award winners in the an- 
nual competition of outdoor adver- 
tising art include the first, second, 
and third-prize winners in 17 classi- 
fications plus a number of honorable 
mention designs. 

Produced with a striking cover, 
this year’s Poster Annual bows in 
memoriam to OAI’s Vice-President 
and National Art Director, Joseph 
J. Campanaro, whose lifetime of 
devotion to outdoor advertising art 
was ended by his death in April, 
1958. 

Information is available from 
Outdoor Advertising Inc., 60 E. 
42nd St., New York 17. 44 
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. » Sick of “scare talk?’’ Naegele Outdoor Advertising Co. and 


G. A. Carley Co., Milwaukee, are fighting back with a ‘58 can be great’’ campaign. 
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“Progreso in “Printing 


A first-hand report on an all-day session of New York's 
printing group, the Navigators, covering the latest in printing 
and printing production, with a look into the future. 


By Ted Sanchagrin 
AR Eastern Editor 


Some 300 members and friends 
of the Navigators and 16 cooperat- 
ing clubs gave up their non-work- 
ing day one snowswept Saturday 
in March, decended upon the Hotel 
Biltmore, plunked down _ $12.50 
each, gulped down the introductory 
coffee, then sat down to hear the 
answers to, “What’s new in graphic 
arts?” 

Billed as Navigraphic 58, the first 
annual graphic arts progress re- 
port, the program was conceived, 
sponsored and held by the Navi- 
gators, one of the oldest and most 
respected graphic arts clubs in the 
New York area. 

A roster of specialists traced the 
latest advances in the _ industry, 
“where we've been, where we are, 
where we're going.” These repre- 
sentatives of pioneering firms dis- 
cussed subjects ranging from photo- 
engraving, multi-metal plates and 
phototypography to three-color re- 
production, makeready and web 
rotary. Heading it all was moderator 
Charles V. Morris, assistant to the 
president at Adline Paper Co. and 
Reinhold-Gould. 

AR sat in on the proceedings 
from start to finish (over 200 peo- 
ple showed up as early as 8:30 in 
the morning), and here presents 
the highlights of the all-day affair. 


> Powderless etching on magnesium 
is well established and powderless 
on zine is growing by leaps and 
bounds. The majority of plants 
equipped to produce Dow deep-etch 
powderless etchings are converting 
from magnesium to zinc base alloys. 

And powderless etching on cop- 
per, based on the work of Photo- 
engravers Research Inc. at Georgia 
Tech, is approaching the produc- 
tion level and should be available 
soon. 

“We are accustomed to copper 
and zinc as standard engraving 
metals, and we are growing used 
to magnesium,” Edwin Orans, man- 
aging director of Quality Photoen- 
graving Co., said. He added that 
aluminum etching is becoming con- 
trollable with the use of an alkali 
instead of an acid. 

This new hope for aluminum as 
an engravers’ metal springs from the 
use of a chemical etching process 
on the door of North American 
Aviation’s F100 jet fighter plane. 
The etching replaces an expensive 
milling machine’ operation. By 
photoengraving standards the work 
is crude, but the approach opens 
new vistas in platemaking. 

Mr. Orans, carrying his review 
still further, foresees Westing- 
house’s’ electroluminescent room 
and du Pont’s light-sensitive photo- 
polymer plate as possible replace- 
ments for instantaneous photog- 


without a camera and 
engravings as we know 


raphy 
original 
them. 
“It doesn’t take too much imagi- 
nation to hoop up a sequence of 
scanning or electroluminescence to 
the powderless or photopolymer,” he 
said. The Westinghouse room in 
Bloomfield, N.J. is lighted through 
electroluminescent panels by known 
photo electrical conductors, in this 
case the action of an alternating 
current on a phosphor, zinc sulfide. 


> Fairchild Graphic Equipment Co. 
estimates that over 4,000 newspa- 
pers in the United States and Can- 
ada rely upon its equipment for 
their halftone engravings. The 
equipment has been installed in 
about 40 foreign countries—over- 
seas demand has been so great that 
Fairchild is now building the equip- 
ment in Europe. 

In a review of electronic color 
correction and photoengraving Fair- 
child vice president Judson Hyatt 
said three companies are producing 
machines to engrave the letterpress 
printing plate directly, and nine 
companies are working on elec- 
tronic color correction. 

The three in color correction are 
Fairchild, Rudolf Hell Co. in Ger- 
many and Elgrama Co. in Switzer- 
land. Several others have attempted 
such machines, but none has suc- 
ceeded in breaking into the com- 
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Paper Company 
Neenah, Wisconsin 
Founded 1904 


Collins, Miller & Hutchings, inc 


don’t know which came first, the chicken or the egg, but they do know who comes 


first with them...their clients. Without them and the confidence they 
placed in us, our small beginning could never have grown into 
America’s Finest Photoengraving Plant for Letterpress and Gravure 
We take this means to express our sincere gratitude 


CM&H/333 WEST LAKE STREET, CHICAGO 6 
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mercial market with any degree of 
success. 

The nine in electronic photoen- 
graving are Time-Life through 
subsidiary Printing Developments 
Inc., RCA through R. R. Donnelley, 
NEA-Acme, Fairchild and Miehle 
Printing Press Co. in the U.S., and 
Dr. Hell in Germany, Crosfield Ltd. 
and Hunter-Penrose Ltd. in Eng- 
land, and Belin Co. in France. 

PDI is the only one which has 
been used in consistent commercial 
production. 

“No longer is electronic engrav- 
ing an interesting youngster,’ Mr. 
Hyatt said. “It has become an ac- 
cepted part of the standard pro- 
duction machinery in an important 
segment of the graphic arts.” 


> Multi-metal plates, too, have ex- 
panded into many fields of offset 
printing. A newcomer, the Noel 
Quadri-Metal from France, is un- 
dergoing trial runs by Harris-Sey- 
bold. It may be available commer- 
cially soon. 

The four layers of functional 
metal give the plate its name—a 
sheet of ordinary steel, copper 
plated twice, then chromium topped. 
One of its most notable features 
is the use of a different photo-sen- 
sitive coating—polyvinyl alcohols. 
All other current multi-metal plates 
use gum bichromate. 

Four plates actively used in litho- 
graphic plants today are the bi- 
metallics (Levey’s Aller and the 
PDI Lithengrave) and the tri- 
metallics (Interchemical’s IPI and 
the PDI Lithure). 

“In virtually every type of offset 
operation where long runs are the 
criterion, and where critical control 
has been added, excellent quality 
has been produced with little varia- 
tion throughout the runs,’ Canale 
Chemical Co. president Michael A. 
Canale said. “They are invaluable 
for delivering a high percentage of 
good sheets at press speeds up to 
25,000 impressions an hour. There is 
practically no type of stock that 
these plates have not been run on.” 

Bi-metallics are copper-clad, and 
tri-metallics have copper sand- 
wiched between the base and the 
chromium top. In both types copper 
serves as the printing area. Non- 
image areas are the base metal 
in the bi-metallics and the chromi- 
um top of the tri-metallics. 


> Cold composition does not mean 
the end of hot metal composition. 
“But,’ said Marchbanks Press de- 
signer-supervisor Joseph Weiler, 
“I do believe that the light and lens 
are surely going to move into our 
composing rooms, to share space 
with Monotype, Linotype, Inter- 
type and Ludlow.” 














Like hot metal machines, photo- 
typesetters break down into those 
primarily used for text (alphabeti- 
cally, the ATF Typesetter intro- 
duced this past March, Intertype 
Fotosetter, Mergenthaler Linofilm, 
Monophoto and Photon) and those 
used for display (The ATF Hadego, 
Filmotype, Headliner, Protype and 
Typro). 

The Fotosetter, introduced six 
years ago, is represented by over 
200 machines in use, newspapers 
tinding increasingly wider use for 
it in the ad department, for both 
letterpress and offset reproduction. NE O 
And Filmotype has 3,500 machines 


in use now. 
> During the past year the East- Can 
man Kodak three-color platemak- 
ing and printing system for short 
runs at moderate cost has grown solve } O} rR 
tremendously. 

How many shops are using it 
since it became commercially avail- roblem 
able several years ago? Kodak p 
stopped counting when the list 


reached 100. Most are still using 
it, mainly lithographers. Kodak 























says at least three photoengravers Our Technical Department devotes its time to solving printing 
aac siiiiine the plates for the a problems for publishers. Here are recent examples of suc- 
terpress process. cessful solutions: 


Offset lithography as the printing 


' CU-VERSION ROTOGRAVURE—We produce rotogravure color 
medium was chosen because of the 













availability of low-cost equipment, printing from 4-color offset positives and from letterpress 
such as the Davidson Duo Duplica- engravings. Publishers may thus use their offset positives or 
tor and the Model 1250 Multilith letterpress engravings for new editions or other publications, 
Duplicator. where large print orders indicate the use of rotogravure, elim- 
John McMaster, manager of Ko- inating the cost of double photography. 
egg hla ag _ CU-FoLp-—A new technique whereby multicolor rotary letter- 
or process printing. “Although presses produce gatefolds and folded broadsides. Method elim- 
capable of pleasing color results, inates a bindery operation and cuts costs. 
ie speen is net ceelgnen to oom CENTRIFUGAL PRESSURE CAST PLATES—Thirteen different press 
pete with conventional four-color 
lithography,” he says. It is a com- cut-off requirements for curve cast rotary plates are available. 
promise of ideal and process colors, This means less distortion and more perfect 4-color register. 
with a perfect yellow and accept- OFFSET PRINTING BY DIRECT IMAGE —An inexpensive method 
sa Senay a ae me of making lithographic plates directly from letterpress type 
two-color job, the system having forms and photoengravings. Both makeready and_photo- 
gained many former ‘ pile of mechanical process time is thus eliminated on short runs. 





two-color and_ black-and-white. 





Large job or small job, whatever your own printing or 










* Tc nek eelited eile binding job may be . . . contact a Cuneo representative. 
sas . — a ee 
| ll Black and lic printing 
system. Alan Holliday, president of Copywriting —Letterpress 
Craftsmen Inc. and research direc- Design and Typography —Gravure 
tor of Hughes Corp., had the op- Composition — Offset 
portunity to first evaluate this for Photoengraving Binding 
Minnesota Mining & Manufacturing Plate Making Mailing and Shipping 
Co. 
Essentially, it consists of a make- 
ready sheet and an infra-red light, © 
a mechanical means of correcting 





} 


inadequacies in plates, type, presses 
and human action. 







2242 South Grove St., Chicago 16, Ill., WIctory 2-2100 


*? weelll ual ty ceeeeinn We NEW YORK—COlumbus 5-5544. MILWAUKEE—BRoadway 6-5340 
tee Haake OS ctetek Gk a seu PHILADELPHIA—GaArfield 6-6500 CAMBRIDGE—KIrkland 7-9600 
had to do was slap on the process LOS ANGELES—I1.Udlow 3-3451 KOKOMO—GLadstone 7-1111 







sheet and push the run button,” Mr. 





Sales representatives in all major cities 


July 1958 - ao e % 





Prominent Users of Strathmore Letterhead Papers: No. 135 of a Series 





The Morer 
on the Novstain 







A + HOME: OUPFERM 8-08 


The Motel on the Mountain 
offers the traveler a unique 
experience in motel living and 
the cuisine of one of America’s 
famed restaurateurs. 


The Quality viewpoint... 


A letterhead that demands respect naturally 
commands attention! The modern simplicity of design plus the 
obvious excellence of its Strathmore paper gives The Motel on the 
Mountain letterhead double effectiveness. Strathmore Letterhead 
Papers are renowned for their authority and their expressiveness. 
Correspondence on any one of these fine papers creates a mem- 
orable impression upon the recipient. Small wonder Strathmore’s 
list of prominent users is so long and distinguished. 


The Motel on the Mountain commands a splendid 
view of the New York State Thruway from its lofty site on the 
crest of a mountain at the Ramapo Pass, 27 miles from Man- 
hattan. Planned to resemble a Japanese country inn (the chief 
design adviser was Tokyo’s famous Junzo Yoshimura), the Motel’s 
many-leveled cluster of fourteen unusual buildings and its beau- 
tiful gardens have a distinctly oriental atmosphere and serenity. 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT. STRATHMORE SCRIPT 
THISTLEMARK BOND, ALEXANDRA BRILLIANT. BAY PATH BOND. STRATHMORE WRITING. 
STRATHMORE BOND, ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO 


STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN. STRATHMORE BOND 
ONION SKIN, STRATHMORE BOND AIR MAIL, STRATHMORE BOND TRANSMASTER, REPLICA 


STRATHMORE 


MAKERS OF FINE PAPERS 
STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASSACHUSETTS 





BETTER 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


PAPERS 
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Holliday says. “A leveling opera- 
tion is necessary, but we do not 
do it to the degree we would if 
we were not using the 3-M system.” 

Another reliable system is the 
Vandercook minimum makeready, 
which replaces wood-mount blocks 
for cuts with a light metal cast in 
a special caster. 

“But for the magazine printer 
who receives mounted electros the 
problem of unmounting, then re- 
mounting, is an economic problem 
difficult to justify,” according to 
Mr. Hughes. 


> In the web offset press field, sev- 
eral manufacturers have attempted 
for quite some time to come out 
with an open style jobber—plate, 
blanket and impression cylinder- 
that would meet with common ac- 
ceptance in the average job shop 
for printing advertising throw- 
aways, letterheads, place mats and 
flat forms. 

American Type Founders, Dutro, 
Hamilton and Waldron are all either 
capable of or are manufacturing 
presses of this nature. ATF has in- 
troduced the Green Hornet Offset 
Jobber. 

Henry Webendorfer, assistant 
manager of ATF’s wed fed press 
division, said this particular press 
was born in the Korean War, print- 
ing propaganda leaflets for the 
Psychological Warfare Div. The 
Green Hornet is the civilian version. 


> If one specific recommendation 
came out of Navigraphic 58 it prob- 
ably would be: Broaden’ your 
horizons by studying and under- 
standing the world that lies beyond 
your own particular field. It makes 
better graphic arts when unrelated 
items are pieced together. 

Keynoter Wade Griswold, execu- 
tive director of the Lithographic 
Technical Foundation, wrapped it 
up early when he advised, “Keep 
posted.” 

“You can’t possibly attend all the 
conferences, demonstrations, clinics 
and forums. You can read the re- 
ports of the trade press. Reading 
and following up abstracts such as 
ours and the Rochester Institute of 
Technology is not easy but it pays 
off.” 

Not all the results of research by 
graphic arts manufacturers and 
suppliers can be covered fully in 
carefully edited trade publications, 
he added. 

“Don’t throw away that literature 
and the news bulletins you get 
from suppliers,” he said. “In the 
past few years, particularly, a lot 
of time, experience and _ technical 
information are going into them, at 
considerable expense.” 44 





, 
i 
} 
’ 
| 
; 


LOUIS W. DAWSON, President, Mutual Of New York, explains why: 


“These papers must last 100 years’’ 


issed from generation to generation, our life 
insurance policies may have to last 100 years 
or more. Time is the ultimate test of paper 
quality —and in these policies we use cotton 
fiber papers exclusively.” 


“Fi ate papers of exceptional beauty, strength and 
endurance. These are papers that perform as 
handsomely as they look and feel . . . in busi- 
ness and social stationery, onion skin, index, 


ledger, drawing, tracing and blue print papers. 
For every_important use . . . for impressive 


letterheads as well as lasting records ... suc- 
cessful businessmen choose cotton fiber papers. 
Flexible, white fibers of purest cotton, crafted 


Make sure the papers you use are made with 
cotton fiber —25%% minimum up to 100% in 
the finest grades. Ask your printer or supplier 


ee 


for more information. 


with expert care and precision equipment, cre- Cotton Fiber Paper Manufacturers, 122 E. 42nd St.,N.Y.C. PAPERS 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


LOOK FOR “COTTON” OR “RAG" IN THE WATERMARK OR LABEL 
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when 
1 was needed 


Billboard selected web-offset lithography by Henry Wurst, Inc. 





Producing the Audition Insert for Billboard Magazine 


The May insert required 124, three-color process illustrations 
made from actual record album covers, which were received 3 
weeks before press date. Black was used only for type and line 
work. Printed in 8-page signatures, in 4-colors, on both sides of 
process-coated stock and delivered from the press, folded, at 
16,000 per hour. Only 3'% hours of press make-ready time was 
required. By minor changes on the black plates, an additional 
40,000 inserts were printed and drop-shipped to individual record 
dealers. Henry Wurst, Inc., lithographs Audition for Billboard 
on a regular monthly schedule. 


Printing program sections for 5 editions of TV Guide Magazine 


Each week over 400,000 TV Guides are being produced and mailed 
by Henry Wurst, Inc. This includes composition, plate making, 
and printing of the program sections, as well as gathering, stitch- 
ing and trimming the entire publication. Mailing service includes 
Cheshire labeling, tying and bundling. 


Henry Wurst, Inc., has more than 10 years experience with 
web-offset, in 1 to 4 colors. This has provided the necessary 
background for the proper planning and execution of your ad- 
vertising and publication printing. The operation is best geared 
to press runs of 30,000 or more and facilities include presses for 
black and white, spot color or full color printing on jobs with 
page sizes in multiples of 8% x 11”. 





Let us quote on your next job. Send your specification sheet and we will 
promptly furnish complete information and samples, without obligation. 


HENRY WURST, INC. 


550 INDUSTRIAL BLVD. + KANSAS CITY 15, KANSAS 
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THE MONTHLY MUSICAL 


JAZZ ON 
THE ROAD 


ne 


The Denes a the Ope 


SHOPPING GUIDE 


SoA ae he pretenctinm permbers teams 


The Wee Sate Stary Caters has valnsand the supine cant sles 


NEW MISKALS OM DKS 


By R. B. Schueler 
The Billboard 
Cincinnati 


The problem of promoting and 
selling new album releases to the 
trade and consumers simultaneous- 
ly in the shortest possible time at 
the lowest possible cost has long 
been a serious, important matter 
for manufacturers—one which re- 
mained unsolved until Billboard 
set out to find the means of provid- 
ing the pressing companies with 
the vehicle to do just that. That is 
why Audition came to life as a 
monthly supplement to Billboard 
and as a separate, distinct publica- 
tion for use by dealers to promote 
record sales over their own 
counters. 

Almost a year ago, the publishers 
of Billboard, with consistent urging 
from music department editors and 
salesmen, called upon the produc- 
tion department to find a way to 
reproduce album covers in reason- 
ably faithful color at low cost and, 
at the same time, make it easy and 
convenient for the advertiser to 
provide copy, without making it 
necessary for the salesmen to also 
be full-fledged production managers 
or mechanical 
vicissitudes — of 


geniuses in the 


printing, camera 


A dual-purpose insert in a weekly 


publication posed some unusual 


problems, which led to some 


unusual solutions. 


requirements, artwork, transparen- 
cies or what have you. 

The production department went 
to work and after making four 
tests in as many different printing 
plants produced a sample which 
was considered acceptable from all 
viewpoints and by all the standards 
required to do a good selling job 
for manufacturers, distributors and 
dealers. 

The “go ahead” signal was given 
by management and the sales de- 
partment went to work while the 
editorial department proceeded with 
its plans to gather and edit copy 
for the first edition. 
> The well-planned editorial ap- 
proach was well received by pro- 
spective advertisers who immediate- 
ly recognized the potentialities of 
Audition. Before deadline time, all 
available space was sold and the 
initial press run of 40,000 copies 
earmarked for dealer distribution 
was completely sold out within a 
few days after the press run was 
completed. 

The production of Audition to 
achieve reasonably faithful repro- 
duction of album covers was first 
intended to be accomplished by use 
of the standard Eastman 3-color 
process method. However, it was 


found that this method had certain 
limitations which prevented reason- 
ably faithful reproduction of the 
covers. The production department 
believed that the lack of contrast 
in some of the covers and the 
sharpness of detail had to be im- 
proved to make it acceptable to 
prospective advertisers and the edi- 
torial department. As the flag had 
already been dropped signaling the 
start of the race to produce what 
the advertising and editorial de- 
partments wanted, the production 
department worked closely with the 
plate-maker and the printer and 
through many conferences’ and 
meetings decided upon what was 
necessary to accomplish the final 
objective. 


> The 
presented a unique problem in pub- 
lication printing. Its solution called 
for procedures which would pro- 
vide reasonably faithful color re- 
production of album covers in the 
shortest possible time after records 


entire production problem 


were released or about to be re- 
leased and at a price that would 
permit manufacturers and 
Audition freely. 
Many have asked “How did you 
do it?” 


The answer is a variation of the 
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They're Modern...They’re Beautiful... They're PLASTIC 
WITH 3-D DECORATION —AT A NEW LOW PRICE! 


National’s virgin plastic covers and three-dimensional """"°°°7777"""" ene eee emp ee e ee 
applique decoration combine to give you handsome looking, ae 

loose-leaf covers. They are a first choice today for 
catalogs, manuals, handbooks. The plastic applique, with 


NATIONAL BLANK BOOK COMPANY 

Dept. 10, Holyoke, Mass. 

Please have your representative call to give me 
more information about NBB virgin plastic covers 


its 3-D embossed effect, makes your name outstanding, ore | A 
with 3-D decoration. 


and it will not wear off. The plastic provides new, wide 


7 a RIPNOIN ni eda. alg. Ror curetien wisal evan eh ies od aoe aren 
choice of colors . . . new, longer cover life . . . new 
rn design freedom. The NBB Design Department will Company... .- ere ree erreeeerceeeeeeeeee eens 
offer you a choice of designs. The NBB representative BEPC... ccc cccereseccccccccecseccvcceces 
will provide expert advice. Send coupon today. Be ac kites batman ee..: . MR 5a ee ueess 
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Eastman 3-color separation process 
performed by the Art Lithocraft Co. 
Inc., Kansas City, Mo., under the 
supervision of Henry Wurst Inc., 
Kansas City, Kansas, and the pro- 
duction department of Billboard. 
Wurst did the lithographing of 
Audition on a Hantscho web-fed 
multi-color perfecting offset press. 
Lines and type paste-ups along 
with the album covers and original 
artwork were supplied by the Bill- 
board Publishing Co. 


» Audition is a combination of 3- 
and 4-color lithography in simplified 
form, designed to give pleasing and 
remarkably faithful reproduction at 
low cost. Transparencies are not 
required; in fact, are not desired. 
“Reflected” copy only, such as the 
actual album jackets are called for. 

The album jackets were grouped 
by twos or more up to 12 at a time 
on the camera copy board. Group- 
ing was limited to only’ those 
covers having the same reduction 
and more particularly, similar tonal 
values to insure good, even toned 
film positives. In some _ instances, 
the covers required only a_ black 
and yellow, or black, yellow, and 
red and that is how these particu- 
lar covers are reproduced. 

A special camera copy board and 
lighting arrangements were made 
up so that up to 12 album covers 
could be photographed with one 
camera exposure. Carbon-burning 
are lights, with temperature con- 
trolled white lights, are used. One 
camera exposure is made through 
a green filter for the red printer: 
one through a blue filter for the 
yellow printer; and one through a 
red filter for the blue printer. A 
halftone screen is inserted in front 
of the photographic film in the 
back of the camera which breaks 
the image into printable dots. A 
133-line screen is used. 

Whenever possible, album covers 
are put on the copy board in the 
same relative position they will as- 
sume on the Audition page in orde: 
to facilitate assembly of the album 
negatives and line negatives of the 
type matter. A careful study of 
color value is made before each 
exposure in order to time the ex- 
posure for a result as close as pos- 
sible to the art subject 

When all the negatives of one 
color for a complete page are as- 
sembled in register with page as- 
semblies of each of the other colors, 
one-piece 


positives are made of 


each color. The image on each 
positive is then transferred to an 
aluminum lithographic plate by 
means of a light sensitive coating 


on the plate. After developing and 


deep-etching, the plate is given a 
copperizing treatment to lengthen 
the life of the image. 


> The press run is a single opera- 
tion from a roll of blank paper to 
a folded 8-page signature in full 
color. The stock is Consolidated 
Power and Paper Co.'s 45-lb. Basis 
Consoweb. This is a process-coated 
sheet developed especially for use 
on web equipment. After 
lithographing but before the sheet 
enters the folder, it passes through a 
gas heated oven and then rides a 
cushion of air into the 
mechanism. 

The amount of heat used to dry 
the ink is very critical. The old 
rule of not over 200°, ink coverage 
in web printing had to be forgotten 
in this process. 


offset 


folding 


Also, inks were 
compounded 
considerably 


especially containing 
pigment than 
ordinarily used and the density or 
volume of ink applied to the paper 
was the heaviest ever before used 
by the press crew. 

Although 


more 


Audition is run with 
four colors—red, vellow, blue, and 
black—the black is intended for 
use only in the type and_ back- 
grounds and not in the album 
covers themselves. This reduces the 
cost of preparation of the litho- 
graphic plates but reflects no sav- 
ings on the press work. 

In order to reproduce these fully 


ROP Linage Records 
Soon To Be Available 


Monthly linage reports on the use 
of newspaper ROP color are soon 
to be made available by R. Hoe & 
Co., New York manufacturer ol 
newspaper printing 
monthly reports will represent “the 


presses. The 


most comprehensive’ report = on 
newspaper ROP color linage ever 
available on a _ continuing basis,” 
according to Joseph L. Auer, presi- 
dent of the company. 

Media Records, New York, pub- 
lisher of Media Records Blue Book 
under an exclusive agreement with 
Hoe, will supply the data for the 
reports. They will be available from 
Each 
present a complete record of na- 
tional advertisers using ROP colo 
in the country’s important markets 
The reports” will be 


no other source. issue will 


distributed, 
without cost, to daily newspapers 
throughout the country and to in- 
terested members of the advertising 
industry 

“The report,’ Mr. Auer explained, 
“will give the newspaper an eve 
increasing list of potential prospects 
for its own ROP color facilities. To 


colored album covers in only three 
colors, certain rules must ke obeyed. 
It must be remembered that black 
colors as well as pure hues of color 
must be reproduced at the same 
time. In order to do this, blacks 
must have an equal amount of red, 
yellow and blue color piled one on 
top of the other to reproduce the 
effect. 


>» Also, the printing inks on a three- 
color job of this sort must have cer- 
tain qualities that are different 
from those required on four-color 
process work. Each color of ink 
must be specially formulated to 
have the maximum amount of pig- 
ment to give it strength and weight 
of color. The colors used are strong 
lemon yellow, a strong cold ma- 
genta red and a strong green-blue. 
The inks used in Audition were 
manufactured by the Bowers Print- 
ing Ink Co., Chicago. 

The | short dates from 
receipt of copy to finished printed 
product made available by  Bill- 
board indicates the very close co- 
ordination necessary between Bill- 
board's 


closing 


editorial 
offices, the production office, and 
the Kansas City printing plant and 
another assembly plant in St. Louis 
where the final mailing of Bill- 
board is done. Dealer copies are 
shipped from Kansas City 44 


advertising and 


the advertiser and advertising agen- 
cy, the report will be an accurate 
and timely record of 
use of ROP color.” 

The reports will be distributed 
approximately 30 days after the end 
of the report period a4 


competitive 


Non-Smudge Mimeo Bond 
Comes Moisture-Proofed 


A four-page folder 
Moistrite 


scribing the 


printed on 
bond, and de- 
advantages of this 
paper, will be sent 
upon request by Mead Corp., Day- 
ton, O. This mimeo bend is. said 
to lie 


mimeo 


mimeoeraph 


flat, fold easily and present 
no problem of smudging from one 
printed sheet to the next 

It comes in 16, 20 and 24 Ib. 
weights in white. In blue, green, 
pink, canary, buff and goldenrod in 
16 and 20 lb weights enly. Moistrite 
mimeo comes shipped in a mois- 
tureproof innerwrap package which 
protects it up until the time of 
opening 


for more details circle 704, page 105 
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AGCENT 
ON 
OPACITY 


Good opacity need not be sacrificed 
in order to keep the other important 
paper qualities at a high level. For when 
Kimberly-Clark Coated Printing Papers are 
specified, you get good opacity as well as 
outstanding brightness, high gloss, and a 
score of other important qualities. And 
these qualities remain uniform from 
sheet to sheet and ream to ream. It will 
pay you to compare Kimberly-Clark Papers in 
any way you choose— including their cost. 


Everything comes to life 
on Kimberly-Clark papers 
for Lithography . . . Prentice Offset Enamel 


Lithofect Offset Enamel e¢ Shorewood Coated Offset 
Fontana Dull Coated Offset ¢ Kimberly Opaque 


for Letterpress . .. Hifect Enamel 
Trufect Enamel @ Multifect Coated Book 


Kimberly Clark 
PRINTING PAPERS DIC) 


Kimberly-Clark Corporation + Neenah, Wisconsin 


Write for our latest file folder of 4-color 
printed samples with complete information on 
each Kimberly-Clark Printing Paper—a valuable 
reference for every buyer of printing. 
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How External Publications 


ELL RECORDS 


Capitol Records finds externals 
one of its most effective means 
of promotion, and it publishes 
no less than four of them, each 
aimed at a specific segment of 
its market. 


By Phil Seitz 


Top management of Capitol Rec- 
ords doesn't need to be sold on the 
value of house magazines. In fact, 
Music Views, the first of the com- 
pany’s four external publications, 
was established by Glen Wallichs, 
one of the company founders, and 
now president, just six months after 
Capitol was launched in 1942. 

Each of the four publication: 
performs a_ specific, non-duplicat- 
ing job, and all are integrated with 
the companys over-all merchan- 
dising program, under Gordon fl. 
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Fraser, director of the merchandis- 
ing department. 

Three of the publications are 
edited and produced by the press 
relations division of the merchan- 
dising department. Vic Rowland, 
manager, press relations, is person- 
ally responsible for editing and pro- 
duction of Music Views, the most 
ambitious of the company’s house 
organs. The other two are handled 
by Merrilyn Hammond. 


> Music Views is a 32-page, 4x6” 
monthly, printed offset in two 
colors. It could pass for a magazine 
of general circulation, which, in 
effect it is. Current circulation ts 
in excess of 250,000. 

Objectives assigned Music Views 
include: 


1. To sell Capitol popular records 
and albums. 


2. To provide controlled publicity 





which can be timed and coordinated 
with advertising and sales efforts. 


3. To establish good artists rela- 


tions. Satisfying artists they are 
getting their share of publicity can 
be difficult. General publicity is a!- 
ways chancy. Music Views assures 


guaranteeing artists publicity. 


4. To publicize new artists. Rec- 
ords are bought because of artists 
or a style of music. Publicity in 
Music Views can help establish the 
name of a new Capitol artist. 


5S. To present advertising and pub- 
licity about Capitol records and its 
artists in a sugar-coated manner 
that gains interest and attention 


Distribution of Music Views is 
through music stores. Dealers pa: 
3c per copy, and give it to cus- 
tomers. This revenue, plus two 
pages of Capitol advertising, paid 


for out of the advertising budget, 
brings Music Views close to a 
break-even point in cost. 

As a merchandising tool, Music 
Views is valued because it is ex- 
clusive. No other record company 
has such a publication. Nor is there 
a consumer magazine dealing ex- 
clusively with current popular 
single records and albums. 


> Other record companies have tried 
their hand with similar publica- 
tions in past years, but none have 
lasted. Capitol executives believe 
Music Views has survived and paid 
its way because of its policy of 
covering the whole field of records, 
not just those under its own label. 

Dealers support Music Views be- 
cause it does carry news of records 
put out by competitors. Sub- 
stantial space in pictures and copy 
is given to artists and records of 
other companies. Thus, Music 
Views is a recognized publicity out- 
let for competing companies, al- 
though these companies understand 
Capitol records will get the biggest 
plugs. 

As far as the dealer is con- 
cerned, he is in business to sell 
records, and he doesn’t care whose 
they are. He supports Music Views 
because he knows it will help him 
sell records. 

Music Views is used as a mer- 
chandising tool by the Capitol sales- 
man. To dealers he points out it 
helps increase store traffic. He also 
makes the point Music Views is 
equivalent to a consumer magazine 
that helps sell records in that it is 
designed to interest consumers in 
buying records. Since it cannot be 
purchased on a newsstand, people 
will come into the store of dealers 
who have it to get their copy. 

Capitol doesn’t want paid sub- 
scriptions, but will take them. Paid 
circulation is about 1,000. 


> Guided by current objectives, Mr. 
Rowland selects all material going 
into Music Views, except the cover 
and featured two-page layouts. 
Subjects for these are chosen in 
conference with Mr. Fraser, so they 
may be coordinated with current 
merchandising programs. 

The two-page layouts have be- 
come increasingly important in re- 
cent years. Capitol was a pioneer in 
making albums of motion picture 
sound tracks. Public acceptance of 
these and the scores of musical 
shows on Broadway is now such 
that competition for these rights is 
very intense among all recording 
companies. 

When the recording companies 
compete for rights to a highly pub- 
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Craftsmanship and Cotton Fiber 
Make the Obvious Difference in 


WESTON BOND 


Character that catches the eye . . . a crisp, convincing 
feel that commands attention . . . sparkling brightness 
that makes your letters stand out — these are good quali- 
ties to have in your company letterhead. 

In Weston Bonp you get them to the highest degree 
because WEsTON Bonp is made with cotton fiber, nature’s 
finest papermaking material. 
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of letterheads. He has it in white, colors, white opaque, 
litho finish and envelopes to match. Or write for a 


sample book and make your own comparison. Address 
Dept. \R 
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licized picture or show, things a 
company can do that its competi- 
tors cannot may tip the scales. 

Music Views is impressive with 
its 250,000 circulation and guaran- 
teed controlled publicity. It is an 
integral part of Capitol’s presenta- 
tion of how it will merchandise and 
promote a desired sound track. 

Current plans for Music Views 
call for increasing its circulation 
to at least 350,000. It is believed 
the strong growth of the record 
business and accompanying increase 
in number of dealers makes this a 
reasonable goal. 


> As this expanded circulation is 
achieved, the revenue will be used 
for four-color covers, and to in- 
crease editorial content. With the 
exception of the two-page spreads 
for special merchandising efforts, 
even with its small page size, Music 
Views averages between three and 
four items per page. The plan is 
to run more articles. These are in- 
tended to capitalize on the expand- 
ing market for albums by running 
articles on such subjects as stereo- 
phonic sound and hi-fi. 

None of the material in Music 
Views is copyrighted. This is done 
to encourage news sources to pick 
up from it whenever they choose. 


There is a fair amount of such 
pick up. 

Music Views is printed and 
mailed from Chicago. This is done 
because there are savings in the 
bulk shipments to dealers, in that 
Chicago is central in location and 
shipments may be made to reach 
both coasts at the same time. Com- 
pleted shooting copy is furnished 
the Chicago printer (LS. Berlin). 


>’ The second magazine is Capitol 
Record, “issued as a service to disc 
jockeys and reviewers.” It is printed 
letterpress. This is a slick stock, 
four-page, two-color house organ, 
published twice monthly since 1950. 
It is 7x14’, a size designed to fit 
in the pack of 45 rpm releases which 
go out every Monday to disc 
jockeys. Circulation is about 3,000. 

The objective of this publication 
is to get disc jockeys to play Cap- 
itol’s popular releases. Getting 
“play” for a record is a major fac- 
tor in selling it. People do not buy 
records until after they have heard 
and like them. Neither a label nor 
an artist can guarantee a particular 
record will sell. 

Capitol Record tells about new 
records and the artists making 
them, and contains news notes 
about what’s going on in the record 


hour a day service 


Complete photo engraving service—Copper, Zinc, Magnesium plates 
and process work. High quality, fast electrotype service. 
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PHOTO-ENGRAVING CO. 


328 Ss. JEFFERSON STREET, CHICAGO 


STate 22-3939 


business. The intent is to furnish 
disc jockeys with chatter and com- 
ment that enables them to sound 
authoritative and “in the know” 
when they introduce a record. 


> Until recently, Record emphasized 
popular records because those were 
what disc jockeys played. Now that 
disc jockeys are playing more al- 
bums and sales of albums are in- 
creasing, greater attention is given 
them. 

Records is liberally illustrated 
with pictures of artists and those 
of disc jockeys when deemed of 
general interest. 

Special features include a column, 
“On Tour,” which tells the travels 
and doings of Capitol artists, and 
“All That’s Tops,’ which lists the 
current 10 top Capitol records. 


> Last year, a new _ publication, 
Capitol Corral, was started to reach 
a specific group not covered by the 
other two house organs. Corral is 
tailored for stations specializing in 
country and western music. 

Neither Music Views or Capitol 
Record cover western and country 
music because this type of music 
has its greatest sale in a limited 
number of areas, whereas popular 
music is a common denominator 
throughout the country. In these 
publications, it is felt the covering 
of country and western music 
would detract from general interest. 

Yet in some sections of the na- 
tion, country and western music 
is the biggest seller. Many of the 
top-selling country and_ western 
artists are unknown to the general 
public. Some of these artists, no- 
tably Tennessee Ernie, have become 
popular record stars. 


» Capitol Corral looks much like 
a country cousin of the other two 
house organs. A slick look is pur- 
posely avoided. It is printed offset 
in brown ink on a fiber-tint 20-lb 
canary mimeo stock. The effect in- 
tended is folksy and homespun in 
character. 

Apart from that, it has the same 
purpose as Capitol Record, and con- 
tains the same type of material for 
country and western records: pic- 
tures, stories and news about Cap- 
itol artists and their latest record- 
ings. Features inc'ude a “Trail- 
Blazers” column listing currently 
popular single records, and a list- 
ing of current radio and television 
appearances of Capitol artists. 

Corral has a circulation of about 
1,009. It is published twice monthly 
is 634x13”, so it can be folded in 
half to fit with the new 45’s being 
sent disc jockeys on the alternate 





Mondays when Capitol Record is 
not mailed. 


> The newest Capitol house organ 
is Capitol Record Club Review, 
which began publication in Jan- 
uary 1958. This is a monthly, which 
is circulated only to members of the 
Capitol Record Club, started late 
last year. The Club is headquar- 
tered in New York, but editing and 
production of the publication is 
handled by Jack Smothers, head 
of the editorial division of the mer- 
chandising department in Holly- 
wood. 

This is a 24-page, four-color mag- 
azine printed offset. Completed 
shooting copy is sent to New York 
for printing there. 

It fulfills the function of inform- 
ing members of new albums and 
gives information about the three 
types of albums available to Club 
members: 1. Best seller hits. 2. 
Classical. 3. Hi-fi jazz. It describes 
selections of the month, alternate 
choices, and bonus offers. 

Of all Capitol house organs, this 
is the only one with competition. 
It is given top production values 
because in the record club field, 
competition from RCA Victor, with 
a long established club, and more 
recently Columbia Records, is in- 
tense as all three vie for what is 
considered a lucrative and growing 
part of the record business. 44 


Medical Insert Lures 
Curious Physicians 


On the theory that physicians 
have as much human curiosity as 
anybody else, J. B. Roerig & Co., 
New York, tried titillating them by 
means of a magazine ad_ insert 
which demanded that the medics 
peek through doors in order to get 
the message. 

First page of the ad insert dis- 
plays two black doors (closed) on 
a yellow’ background. Footsteps 
lead from one door to the other 
and the doors stand out from the 
page just enough to suggest that 
they can be opened. They can. 
Opening the top door reveals a pic- 
ture of a man, head down and hat in 
hand, and the message “The next 
tense, anxious patient who walks 
in your door... .” Opening the door 
below, the message is completed 
with the words “. . . will improve 
measurably by the following visit 
—if you prescribe Atarax.” 

The reverse side of the insert 
completes the sales message by de- 
scribing Atarax, a_ tranquilizer 
available through physicians, in de- 
tail. 

The door opening effect is ac- 


A CIRCUS CAMEL made friends with a small boy. 
‘In the old country,”’ he said, *‘] often went a week 
without a drink of water.”’ ‘I could do that easy,’’ 
said the boy, ‘‘I’d drink milk, cola, rootbeer, fruit 
juices and sodas. My father could do it much easier 


for he’s a lot older and has grown-up drinks.” 
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PROCESS PLATES 


at moderate prices? 


Call on G. R. Grubb & Co., a family 
organization of real craftsmen. Because of 
non-metropolitan location, costs are remark- 
ably low. Complete service in all types of 
engravings with union label. Complete color 
department... including color photography, 
color separation and color correction. Fully 
staffed to provide art and retouching. Now 
in 48th year of service to agencies, printers, 
publishers and institutions. Careful attention 
to all orders... personally or by mail. Quick 
delivery by rail, bus or air. 


G. R. GRUBB & CO. 


ARTISTS AND ENGRAVERS 
CHAMPAIGN, ILLINOIS 


The Only 4-POSITION 
EASEL BINDER 


30’, 60’ and 80’ Degrees, and 
flat 
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The Easel That is Practically Automatic 


Carried in Stock: Black imitation leath- 
er binding in standard 11” x 9” sheet size. 
No. 1191—3-ring standard loose leaf 3%” 
cap. No. 119 M—22-ring Multo loose leaf 
44" cap. Available from stock @ $5 ea. 
(Juantity prices on request. 
SELLEBRITY* binders can be made in 
various ring capacities; also supplied with 
acetate folders. Prices and samples on re- 
quest. Write Dept. AR. 
*SELLEBRITY is protected by U.S. Patent 
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Open Doors . . J. B. Roerig & Co. opens 
doors to new customers with double- 
door insert. Door at top (shown here 
open reveals tense 


Door below 


tient sitting 


doctor's patient 
opens to reveal same pa- 
calmly at doctor's desk 
after being treated with Roerig tran- 


quilizer 


complished without die-cutting by 
pasting the door elements onto the 
sheet of yellow insert stock on 
which only the _ footprints. are 
printed. 

The ad appeared in MD, a mag- 
azine for physicians. It was created 
by Roerig’s Audrey Girard, the 
pharmaceutical industry’s 
woman advertising manager, and 
William Douglas McAdams _ Inc, 
New York agency. a4 


only 


Eight Pages Of Aid 
— All In One Ad 


Something new in “editorially” 
slanted advertising was achieved by 
Champion Spark Plug Co., Toledo, 
O., in the May issue of Successful 
Farming. The company ran 
consecutive 


eight 
pages of advertising 
highlighted by practical “how to” 
information for the farmer. 

Entitled “How To Get More Serv- 
ice Per Dollar From Your Farm 
Engine,’ the advertising unit told 
the farmer how to keep his equip- 
ment at top operating efficiency. A 
four-color service guide pointed out 
the why and how of caring for a 
gasoline powered engine, emphasiz- 
ing that delays due to engine failure 
cost farmers thousands of dollars in 
unharvested crops each year. The 
unit also illustrated key points of a 
gasoline-powered engine’s operation 
and told the farmer what to do when 
these systems do not function prop- 
erly. 

J. Walter Thompson Co., Detroit, 
is the agency. 44 


Lithographic Award 
Winners Go On Tour 


Winning entries in the eighth 
Lithographic Awards Competition 
have gone on the road and are cur- 
rently being displayed in principal 
cities throughout the country. A 
total of 282 winners, in 47 classi- 
fications of lithographed material, 
are included in the exhibit which 
is sponsored by the Lithographers 
Natl. Assn. 

The 86-page “Eighth Lithograph- 
ic Awards Competition Catalog,” 
containing reproductions of all win- 
ning entries, has been distributed 
to 25,000 printing buyers and lithog- 
raphers. Copies are available. 


. for more details circle 722, page 105 


New Carbon-less Carbon 
Traps Ink With Plastic 


The latest thing in carbon papers 

plastic coated—-bypasses the waxy 
carbon coating, gives the same re- 
sults with a plastic coating, and is 
said to produce smudge-proof, 
highly legible copies. 

The new product, called “Nu- 
Kote,” was developed by Burroughs 
Corp.'s Mittag Division, Park Ridge, 
N. J. The plastic coating, containing 
wet ink, is applied to paper stock 
and ink is trapped in the plastic 
coating much like water is held in 
a sponge. The ink is released, a 
little at a time, when the typewriter 
keys strike the paper. The ink dries 
rapidly after being imprinted on 
the carbon copy. 

Advantages of Nu-Kote, its man- 
ufacturer claims, are that it out- 
lasts conventional carbon paper two 
to three times and that only one 
weight and finish is needed to meet 
approximately 90°, of all typed 
copy needs. The product is now be- 
ing offered by independent sta- 
tionery supply dealers. 44 


Booklet Describes Uses 
Of Verifax Copiers 


How office copying can save 
money and fill efficiency needs in 
all types of offices from one man 
operations to large corporations is 
described in a_ 16-page booklet 
available from Eastman Kodak Co., 
Rochester, New York. 

Entitled “Verifax Copying—Ver- 
satile Time-Saver for Busy Offices,” 
the publication gives capsule case 
histories of varied operations using 
Verifax photocopy machines and 
gives detailed descriptions and 
specifications for several Verifax 
models. 


. for more details circle 723, page 105 





How to Simplify Color Correction 


ere’s a technique that works 


give you better, faster and 
more accurate color correction 


of transparencies 


Cy, Robert H. Brown 
Sale; P,omotion Manager 
Art Gravure Corp 

New York 


With the increasing use of color 
transparencies for advertising, lay- 
outs and general illustrations, we 
need — more than ever — to find 
a good simple way of solving the 
color transparency correction prob- 
lems before releasing copy to a 
printer. 

Practically all color transparen- 
cies call for some adjustment in 
colors or hues — whether because 
of a technical problem with the film, 
shooting or processing — or an 
imaginative treatment by the art di- 
rector. The general methods for 
transparency corrections are _ toc 
limited, too uncertain, too time con- 
suming or too costly to be practical 
for the volume of work being done 
today, with present day copy dead- 
lines and merchandising. 

It’s true that carbros, dye trans- 
fer prints and Flexichromes have 
been able to help us a lot, because 
you can retouch and make color 
changes on the paper surface far 


more easily than you can on the 
transparency film. They have a lot 
of other advantages too, in that you 
can blow them up to actual ad size 
for presentations, make duplicates 
and very often save some plate cost 
money to boot. 

However, time is of major im- 
portance and nothing beats the 
original for pure impact and detail. 
Every copy step means a certain 
loss of quality and time. And even 
if you are going to make duplicates 
it is far better to start with the best 
possible original. 

With the new, simplified Eastman 
Three Color Process, suitable for 
only certain printing processes, this 
is even more important, as the rea- 
son this type of color reproduction 
can be done so economically is that 
it is a photomechanical process, 
with no handwork or retouching. 
This stresses even more the im- 
portance of starting with the best 
possible transparency. 


> A solution to color hue changes 
and color balance changes is an art 
material known as Bourges ‘“Colo- 
tone” Sheets. They save both time 
and money. The sheets are trans- 
parent acetate overlays with a 
smooth, continuous tone of color 
which performs color magic when 
placed over transparencies. The 
sheets, in their rainbow of hues (60 
different colors!) work instant cor- 
rection on color transparencies. 
Even a completely off-color trans- 


parency pops back in balance by 
simply placing the right sheet in 
contact with it. Over-all color cor- 
rection can be accomplished by 
merely making the right selection 
of color and securing the sheet to 
the transparency. This takes no 
special skill. No work is done on 
the transparency itself, so there is 
no risk! 


> You could say they are very simi- 
lar to color filters, except that they 
have a two-way value for trans- 
parency correction. These trans- 
parent color sheets have a remov- 
able surface so that local areas 
can be corrected by simply scraping 
off the color from the sheet where- 
ever it is not wanted! 

All kinds of effects can be tried 
by simply overlaying the sheet. 
Dramatic color effects can be ex- 
perimented with — without re- 
shooting and reprocessing over and 
over again. Product colors can be 
portrayed more advantageously, 
significant colors can be matched 
more faithfully, variance in the 
film itself can be compensated for, 
by merely adding one of 
transparent tinted 
transparency. It 


these 
sheets to the 
gives the plate- 
maker, printer and production man 
a definite visual of what colors or 
areas are to be altered, brightened 
or emphasized. It also provides an 
excellent presentation for the client. 
> These 


sheets are not a magic 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
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back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
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cure-all for all transparency prob- 
lems. Some transparencies are too 
dense or too washed out to do any- 
thing else but reshoot. Changing 
details, such as eliminating bad 
shadows or freckles, smoothing 
hairlines, slimming down waist lines, 
etc. still call for the highly skilled 
transparency retoucher, who must 
actually delete and replace specific 
detail or radical deletion of color on 
the transparency. 


» Most agencies and printers will 
agree that uncertainty or downright 
guesswork is a major problem in 
over-all color transparency correc- 
tion. The transparent sheet is a sim- 
ple material that “corrects” right on 
the spot, and can be easily used by 
the art director, the photographer 
— or the client himself — to de- 
termine what the color should be! 

Too often the temptation is to 
make such corrections verbally or 
in writing to the platemaker or 
printer. Written or verbal instruc- 
tions, however, can cause trouble 
because such apparently simple 
things, such as “make this area blu- 
er” or “this brighter” means many 
different things to different people 
and the instruction writer is fre- 
quently disappointed with the re- 
sults in the color proof or reproduc- 
tion. 

These Colotone sheets were de- 
veloped originally for graphic art 
separation purposes. Transparency 
color correction was a functional 
side effect resulting from the devel- 
opment of this new material. To the 
best of my knowledge, no other col- 
or sheet currently on the market 
can handle this task. 


>» Here is a specific example of the 
use of these sheets. Let’s say you 
have a fashion shot and you want to 
make the dress redder without any 
red “leakage” to the rest of the 
scene (such as you might get from 
an arrangement of red spotlights!). 
The first step is to select the right 
sheet to make the correction. There 
are five warm reds, five cool reds, 
and five oranges. To try them out, 
you use a color guide which has 
3x5” transparency color swatches 
that you can place right over the 
transparency. It’s just a matter of 
seeing which one gives you the best 
effect. Then you add the matching 
sheet to the transparency. 

Attach the sheet with tape to one 
side of the transparency, on the 
back, with the coating side out. To 
remove the color coating where it is 
not needed, trace around the objects 
in the transparency with a stylus. 
You can also add color to the coat- 
ing of the sheet with the liquid col- 
ors and pencils — both work well. 


When you finish, view the result 
with the sheet behind the trans- 
parency. The overlay sheet is so 
transparent and smooth, the trans- 
parency has no trace of a “re- 
touched look.” Yet the color is 
changed just the way you want it. 
(Many people view the transparen- 
cies and never do become aware 
that they have been corrected in 
this way.) 


> If desired you can use another 
sheet — say, to improve the flesh 
tone or change the color of the 
background. Tape the second one 
to a different side of the transpar- 
ency so you can work on it sepa- 
rately as well as see the two sheets 
in combination with each other. 
This can be sent to the printer or 
platemaker as copy for reproduc- 
tion. Whether or not he reproduces 
with the sheet on the transparency 
itself is up to the individual plate- 
maker. Sometimes it is necessary 
and helpful. Sometimes he will use 
it just for a color visual and make 
the changes on the negatives by 
photo-mechanical means. But this 
is immaterial. The major problem 
has been solved — the platemaker 
can see exactly what you want him 
to give you in the reproduction. 


> Under magnification, the coating 
of the overlay sheet looks broken 
up with a slight granular reticula- 
tion (this helps it in the removing, 
to come off to a clean edge). This 
will cause no concern when the 
overlay and transparency combined 
are reproduced same size or half up. 
But when you go as far as twice up 
and more, the grain would be more 
noticeable. However, this can be 
overcome by setting a sheet of Mat 
Kodapak between the transparency 
and the overlay. 


> When a product color is not right, 
you can change it. When a back- 
ground color is too bright and in- 
terferes with the product, you can 
neutralize it. Ordinarily you would 


You’re not thinking, Wills. 





hesitate doing such a thing, but 
with the sheets you can’t go wrong, 
as there is no risk to the original. 


On a fashion transparency, or 


with architectural and household 
interiors you can use them to get 
a better match for fabrics and 
enamel finishes, etc. You have both 
latitude and control at the same 
time, because you can see the effect 
in relation to the whole picture. 

Flesh tones, which are another 
common trouble spot, can be fixed 
up very easily. You can “warm up” 
a skin tone, or cool down too red a 
flesh tone, as the case may be. One 
reason you can do this so well is 
that you have so many different 
hues to work with — a wide range 
of reds and oranges for “warming 
up” and blues and greens for the 
cool tones. 

This is such a versatile method 
for correcting transparencies — and 
yet is at the same time, completely 
safe and controllable. The versatility 
of the sheets is extended even more 
by the use of the special liquid col- 
ors and pencils which can be added 
locally to the sheets in spots, or for 
gradations of tone. 


>» Very often, one of the prime com- 
plaints with a color shot is lack of 
depth, which has the background 
looking just as important as the 
subject. The sheets offer you several 
ways of making a particular area, 
say your product, stand out from 
its background. 

You can, for example, make the 
color of the product brighter or 
more intense. Or, you can deepen 
the rest of the picture with a trans- 
parent grey sheet over the back- 
ground. You can give it even more 
contrast by using a sheet of the 
complementary color over the back- 
ground. For example, if it’s an am- 
ber-orange bottle of bourbon you 
want to set off, one of the many 
green or blue sheets over the rest of 
the picture will double the contrast 
and make the bottle jump way out. 
You can even get three-dimensional 
effects — just by the propitious use 
of color! 


>» Off-color transparencies can fool 
you. They do not work the way col- 
ors in painted illustrations do. If art 
is too green, you lighten it. If a 
transparency is too green however, 
you get rid of its greenish cast by 
adding red. 

Correcting off-color transparen- 
cies is usually a matter of re-bal- 
ancing the colors, hence the obvious 
methods used in artwork do not ap- 
ply. It is necessary to visually cor- 
rect the imbalanced color, and usu- 
ally with the contrasting color. The 
overlay sheets give you the neces- 
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Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 
The New Model 44 


1tO-Graph 
Art production costs 
drop, earnings go up, 
with an Art-O-Graph, 
Render _ illustrations; 
visualize layouts; 
“drop in’ keyline ele- 
ments; capture per- 
spectives; match let- 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
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sary latitude you need to find the 
“right” contrasting color because 
you can use any one of the 60 col- 
ors, or combinations of these colors, 
lay them over the transparency and 
see what does the trick! 

It is a modern miracle that film 
manufacturers have achieved the 
standardization they have; but vari- 
ations from batch to batch of film, 
temperature, processing and _ loca- 
tion problems, etc., can and do oc- 
cur. All of these things affect the 
color balance. The only realistic 
thing to do is expect such variations 
and be prepared to solve the prob- 
lems. These colored sheets appear 
to solve them with a minimum of 
fuss and a maximum of satisfaction. 


> The sheets allow 
age - 


and encour- 
- you to try out a few dramatic 
effects of your own, something you 
would never dare to do on the ir- 
replaceable original. 

It was not too long ago that any- 
thing in color in a magazine at- 
tracted the reader. But today, it’s 
dramatic color treatment that gets 
reader interest! Whether the repro- 
duction is editorial or advertise- 
ment, color pages in any publication 
today must compete for attention. 
So that the advertisements that 
used to get reader attention with 
simple, cut-and-dried realistic color 
transparencies must compete with 
more modern, dramatic color treat- 
ments and techniques. A review of 
recent prize winning ads gives us 
proof of this new trend. 

The sheets are the ideal way to 
create and experiment with such 
color effects. This method has such 
advantages for both the art director 
and the photographer. It solves lo- 
cation or trick lighting or exposure 
problems. The photographer can 
shoot for a more normal transpar- 
ency under the most favorable 
lighting conditions — and then use 
a sheet to add the special sunrise, 
sunset or mood effect, with complete 
control. A ten-per cent pink, or a 
light purple background, for in- 
stance imagine being concerned 
about this AND the hundred and 
one other shooting details that are 
so important to the artistic result. 
This new way allows the photog- 
rapher to work with the least num- 
ber of requirements in the shooting, 
so that he can concentrate on the 
composition, the pose, expression, 
exposure, etc and then add the 
“color touch of genius” later on, on 
the light box, with a 
sheet! 


transparent 


> No matter what your color prob- 
lem is in correcting your transpar- 
ency, don’t write it, make it. Mak- 
ing your 


corrections of changes 


with this visual method, instead of 
writing out instructions which must 
be interpreted, will make your 
platemaker or printer grateful and 
your client satisfied! 44 


‘Acetate’ Film Now 
Made of ‘Mylar’ 


Chart-Pak, Leeds, Mass. manufac- 
turer or artists’ acetate shading 
films, announces that the company’s 
line is no longer produced on ace- 
tate. The film is now made of My- 
lar, duPont’s registered trademark 
for its polyester film. Mylar is said 
to be thinner, tougher, more easily 
handled and less liable to damage 
than acetate. Chart-Pak’s Transo- 
graph Division manufactures the 
company’s line of Contak shading 
films. 

A six-page folder, reviewing the 
company’s entire line of 72 basic 
black and white shading films, is 
available upon request. Also in- 
cluded in the folder are 26 special 
symbols designed for map making 
and other graphic and decorative 
applications. A second folder, also 
available, describes the company’s 
24 Contak color tints. 

New additions to the Chart-Pak 
line include “Clear-Tak,”’ a tough, 
clear, polished film with a pressure- 
sensitive adhesive. The film is only 
0.0015” thick and is designed for 
masking or for providing a_ high 
gloss protective overlay for art 
work. Also added to the company’s 
line is “Matte-Tak,” a film with the 
same properties as Clear-Tak but 
with a matte finish which permits 
typing, writing or 
surface. 


drawing on its 


. for more details circle 705, page 105 


Same Scene in 12 Stages 
Tells Graphic Story 


A New York lithographer has hit 
upon an effective way of advertis- 
ing his wares by “demonstrating” 
instead of “saying.” Raleigh Litho- 
graph Corp., in producing a com- 
pany Christmas calendar, used the 
traditional twelve pages, each with 
its own full color illustration. But, 
in this case, each picture was of 
the same scene. 

Each of the 12 reproductions of a 
single farm landscape varied only 
in the subtle outdoor color changes 
characteristic of the particular 
month. To capture the varying out- 
door colors throughout the seasons, 
it was necessary to use 12 different 
colors, and their combinations, in 
the print run. 

The calendar was designed by 
Robert O'Dell, promotion art direc- 





Color Negatives from Kodak Ektacolor Bo The final images from 


and Kodacolor Films are the sources \ these color negatives 


of all things photographic — / reproduce magnificently. 


color or black-and-white — seeeees eaten ene 


prints or transparencies. Rochester 4, N. Y. 


Reproduction from a print made on Kodak Ektacolor Paper * Photography: William Grigsby, N. Y.C. 





SPECIFY MONOTYPE - SPECIFY MONOTYPE | tor, House & Garden. It is bound in 


- gold stamped book cloth and was 


produced with minimum commer- 


. 
- 


cial identification. The calendars 
have been mailed to graphic arts 
production and promotion execu- 
tives. 44 


Service Booklet Gives 
Film, Photo Information 
A reference manual and prices 


covering its various stat and photo- 
graphic services is being offered by 


CIFY MONOTYPE 


ra Admaster Prints Inc., New York. 

a. The manual provides price and 

z HW hen you specify Monotype in your preparation information for stats in 
. , - or black ; rhite, stats 

. ads. brochures and booklets vou will always color or black and white, stats on 


acetate, display transparencies, film- 
strips, television flip boards and 
other Admaster services. 

Also included in the 16-page 
booklet are charts designed to help 
in the planning of visual presenta- 
tions. The charts give visibility rat- 
ings of colors, optimum screen width 
for various size audiences and a 
formula for determining how wide 
a screen should be. Special sections 
are devoted to the preparation and 


get sharp clear reproduction, You can also 


° 
. 
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set more characters in a given space with- 
out crowding. There will be no “rivers” 
because proper spacing and better fitting 
italics automatically produce these results 
and there are hundreds of faces to choose 
from. 


In addition to better overall appear- 


CIFY MONOTYPE 


ance of et ery printed message, you can set 


costs of various types of slides. 
- copy up to 60 picas wide without any - for more details circle 702, page 105 
ae ° 
' venalty cost: word and phrase corrections “ . 
s I I Newsletter Series Aids 
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can be made without resetting a whole 


. 
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i Amateur Photographer 
new line, 

Helpful hints for the amateur 
color photographer are contained in 
a four-page newsletter available 
from Colorfax Laboratories, Silve: 
Spring, Md. The newsletter current- 
ly being distributed is the first of a 
series to be published several times 
a year. 


If you want character in your copy, 
you need Monotype. We have a kit of new 
Monotype faces that is yours for the ask- 


ing. Send for your copy, today. 


It contains information on how to 
take color shots on the beach, what's 


iM) LANSTON MONOTYPE COMPANY 
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new in color film and a roundup of 
Fe% A Division of Lanston Industries Incorporated ; . 
- th & I Philadelphia LP booklets designed to aid the ama- 
~tth -ocust Streets uladetphia a. 
- ne bi P teur photographer. The center 
w Dine sen bs Rie Cw Dobie “s | spread is devoted to a check list of 
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° do’s and dont’s for producing good 
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. for more details circle 703, page 105 
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First Good Roman Hand illuminated page from Nicolas 
Jenson’s Eusebius, printed in Venice in 1470, set in the world’s 
first good roman type. 


SPECI 


CHARACTER 


TYPORVM PROBATI 
INCONDITE QVIDEM,S 


DVM SVAS TAMEN DIFFERE! 


Efaz Capita POSITVM, TAM IPSIS LIBRORVM AY 
lo. LILI QVYAM TYPOGRAPHIS APPRIME VTIL 
+ ar sccommoparva 


“ 

Quis credidit Auditui noftro:& bra 
uclacum eft, Erafcenditficut virgulcum * 
radix de cerradeferti;: Non erat formaei,ne 


Pent Canon de Garamond. 


Afpexirus autem eum,& non erat afpectus, & Nonde 
ctus fuit & Reiectus inter viros vir dolorum, & expertus Ir 
faciei Ab co,defpectus inquam, & non putauimus eum. \ 
& dolores noftros portauit, nos Autem reputauimus Eu 


Deo&X HVMILIATVM. «# W. 
Romain Parangon de Garamond Grae Parangon deRobert Granion 
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Echuorciuys (anitas fic ac bis. Omnes nos ficut oucserraui- #aricationem po} 
mus, vnufqguitgue ad viam fuane Declinauit,& Ichouah con turamenns, cs 
rcrcm tham miguitates omnium nottrum. Oppreflus fuic , non fecerit,Neca 
X pte afflictus.& non Apcruic os fuune.Sicutagnusad  a-  conterereeum es 
Tron em ductus elt,et velut ouis coram tondente fe obm. —erificewm pro dels 


Type Specimen Sheet Printed in Germany in 1592, the 
type was made from punches cut by Claude Garamond 


By A. Raymond Hopper 


In the course of a lengthy and varied experience in 
advertising on both sides of the desk, agency’s and cli- 
ents’, I have had considerable to do with men whose 
work it was to put other men’s brain children in final 
physical form. Of course, the more familiar I became 
with their problems and the work-load always bearing 
down on them, the more I appreciated that, like Ogden 
Nash and his purple cow, I could “rather see than be 
one”’—production man, not cow! 

But what has impressed me most was the many times 
I have heard on some production man’s lips one or an- 
other variation of the wail, “How can I get the low- 
down on typography?—there are so many faces, so 
many ways of using them, that whatever I do, some 
wise guy says it’s all wet.” 

Well, many more than a thousand typefaces have 
been designed throughout the last half millenium, and 
more keep coming out all the time. They have many 
descriptive names — oldstyle, modern, ultra-modern, 
transitional, etc.—and each classification seems to crave 
handling all its own, if one could only learn which is 
which. And yet, typography is often made far more 
intricate than it need be, mostly for want of knowing 
where its study ought to begin. 

Now, here is where a platitude is the only sensible 
rule I can think of. Begin where roman type began, 
and you'll soon find that oldstyle, modern, and other 
kinds of types fall neatly into patterns of behavior and 
handling because each is a step in a logical evolution, 
and rules become superseded by reasons. And, since 
you are not trying to study type history, but are con- 
cerned only with faces readily available for advertising 
purposes today, you will find that there are few truly 
oldstyle faces you need to know in order to master 
more than half the years of the whole history of type. 


> In 1470, a Frenchman named Nicolas Jenson was op- 
erating a printing house in Venice. That year he pub- 
lished a religious book generally known to us now by 
its author’s name, Eusebius. The new face of type he 
used has ever since been accepted as the world’s first 
good roman. D. B. Updike says of it, “If we look at the 
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* An excellent display face—emphasizing a sales message in 
print. Leading typographers are pleased with the results. 
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Caslon Revival 

Not the earliest 
revival, this 1844 | 
book was antedated 
by at least three 
years. 





im 


best Humanistic manuscripts of the 
period, it is readily seen whence he 
derived his inspiration. The charac- 
teristics of Jenson’s font were its 
readability, its mellowness of form, 
and the evenness of colour in mass.” 
The character of this face is best 
known to us today in ATF’s master- 
ly revival called Cloister. 

During the first half of the XVIth 
century, Claude Garamond, in 
France, produced “wonderfully 
beautiful” romans that no longer 
were modeled after Humanistic 
hands, but were frankly independ- 
ent productions in type. Soon their 
popularity was sweeping through- 
out all Europe. However, the only 
face we have today that comes near 
to preserving their character is 
Lintoype’s quaintly named but 
beautiful drawn Granjon, while the 
face we now know as Garamond, by 
ATF, is practically a literal revival 
of Jean Jannon’s Caracters de 
Universite, produced about 1621. 


> In the march of not very much 
time, the torch of typography had 
passed from Italy to France; now it 
was to travel to Holland and Bel- 
gium. Always type design kept 
growing more like type and less 
like the original manuscript inspi- 
ration. Sometimes this was good; 
real progress. More often it was 
pretty awful. Little representing 
this period is now available, even 
as revivals, until we come to the 
notable typeface created near the 
close of the first quarter of the 
XVIIIth century. Then—! 

In a little English village about 
as far from London as Albany is 
from New York City, in 1692, a 
boy was born who would make the 
final move in the evolution of what 
we now call the original oldstyle 
character of letter form. He grew 
up to be not a printer or typog- 
rapher but an engraver of orna- 
mental gunlocks and gun-barrels, 
did silver chasing and cut stamping 
tools for bookbinders and occasion- 

| ally type punches as a sort of by- 
line. 


So much of the D/ART of 


LADY WILLOUGHBY | 
as relates to her Dometic Hiftory, 


Imprinted for Locman, Brown, Grex, & Lono- 
mans, Pasernofer Row, over againkt War- 
wick Lane, in the City of 

London. 1844. 





Some Paffages from the Diary 
of Lady Willoughby. 


1635 


| & to the Eventful Period of the 
| ™ Rofe at my ufual houre, fix of the 1635 
Reign of Cuancas clock, for the firft time fince the M*r'# 
the Firft. Birth of my little Sonne; opened ™“" 


the Cafement, and look'd forth 
upon the Park; a drove of Deér paff'd bye, 
leaving the traces of their Footfteps in the dewy 
Grafs. The Birds fang, and the Air was {weet 
with the Scent of the Wood-binde and the freth 
Birch Leaves. Took down my Bidée ; found the 
Mark at the 103d P/aim; read the fame, and 
return'd Thanks to A/mighty Ged that he had 
brought me fafely through my late Peril and 

' 


Extremity, 





In 1720, he designed and cut a 
complete font of type, nevertheless, 
that quickly and firmly won the 
favor of the typographic world, 
though it did not bear his name 
until, 175 years later, ATF called it 
Caslon Oldstyle. Even the Caslon 
Foundry in London did not adopt 
the name until 1913, after four gen- 
erations of William Caslon’s family 
had passed away. 


> The present ATF Caslon 471 is 
neither a revival nor an interpreta- 
tion of this first Caslon; it actually 
is the original English Caslon ex- 
actly as it was being cast in Eng- 
land in 1766. ATF for many years 
imported and cast from the English 
matrices, and when these wore out, 
replacements were made here that 
precisely matched the imported 
originals. 

Today, Caslon’s name has been 
tagged on to numerous useful (per- 
haps, in an advertising world) mod- 
ifications in which often the ex- 
tensions, compressions, fattening, 
and cropping of ascenders and de- 
scenders have wrung out all the 
feeling of the original design. 

Until nearly the beginning of the 
XIXth century, Caslon Oldstyle 
ranked high in popular favor; then 
it was eclipsed by the more showy 
modern romans then coming to the 
fore. But even in England it was 
never “washed out,” and certainly 
not over here. During the following 
half century, foundries in America 
were imitating it, and so well that 


the Caslon Foundry in England 
protested. 
> Even in England, though, the 


Lady Willoughby Diary of 1844 was 
not the earliest revival of Caslon. 
A few years before, the Chiswick 
Press and Whittingham were using 
this type for many other works. 
Also, one important point often 
overlooked is that most of the his- 
torical records of the use of Caslon 
then refer only to the books that 
were set in it. 

Little is mentioned about what 
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GIVING YOU 
DAY-AND-NIGHT, 
ONE-POINT CONTROL 
OVER YOUR PRODUCTION 
FROM COMPOSITION 

TO PLATES AND MATS 


REPRESENTATIVES ON CALL IN SIX EAST-COAST CITIES 
NEW YORK 
PHILADELPHIA 
WILMINGTON 

BALTIMORE 

WASHINGTON 

RICHMOND 


MUrray Hill 2-1723 
WAInut 2-2711 
OLympia 5-6047 
SAratoga 7-5302 
EXecutive 3-7444 
Milton 4-2771 


Progress-Hanson-Progressive Group is equipped to handle your 
entire advertising production from the receipt of layout and copy to 
the delivery of plates and mats to the publications via mail or mes- 
senger. (Many of our clients have us buy their photoengravings, too.) 
This gives you the time-saving, work-saving advantage of one-point 
control at all points of the job, 24 hours a day. Typographically, you'll 
have the flexibility of one of the largest selections of Foundry, Machine 
and Photo faces available anywhere. Plates can be metal or plastic 
Progress Plates. Mats, including Pre-Pak R.O.P. Colormats, will be the 
Progress Mats that have been recognized as a standard of quality from 
coast to coast for more than a half-century. Your nearest PHP representa- 
tive can tell you how our three-company team, under one-company 
management, is serving some of the country’s largest and smallest 


agencies. Give him a call. You'll be under no obligation. 


PROGRESS + HANSON ¢ PROGRESSIVE GROUP 


PROGRESS Plate Making Company HANSON Electrotype Company : PROGRESSIVE Composition Company 
923 Filbert Street, Phila. 7 : 9th & Sansom Streets, Phila. 7 Sth & Sansom Streets, Phila. 7 
WAlInut 2-0447* WAinut 2-5567* \ WAinut 2-2711* 


*of course, any of the three can be reached by one call 
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materials and 
services used 








PRODUCTION 
PROMOTION 
MERCHANDISING 








are made by 
ADVERTISING 
MANAGEMENT 


And one publication leads 
all other advertising 
publications in coverage 
of this most vital target 
for your sales promotion 
—with far more advertis- 
ing manager circulation 
than is reported by any of 
the five leading general 
advertising publications! 
Get the details today! 
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must have been, then as now, the 
enormous quantity of ephemeral 
printing—tickets, labels, business 
stationery, leaflets, folders, broad- 
sides, and advertisements. In more 
recent times, a very large depart- 
ment store in New York has for 
years practically identified itself in 
its newspaper advertising by its 
consistent and extensive use of Cas- 
lon type, and is still doing so. 


> I suggested in the beginning of 
this article that the study of true 
oldstyle types was the proper place 
for modern typographers to start 
learning their craft. These faces 
were not created to call attention 
to their individual designs. They 
were not made for any specific kind 
of printing. T. L. DeVinne pointed 
out in 1899, “they were made to 
be read.” The late Henry L. Bullen 
once stated, on this subject, that 
“the true test of a great type is 
whether you can set in it every- 
thing for which type is used. Cas- 
lon is such a type. It can be used 
for years for all purposes without 
palling on the taste.” 

This is almost equally true of 
Linotype Granjon and the ATF 
Garamond. It is less true of Cloister 
only because of what we consider 
intrinsic mannerisms that are real- 
ly due to the early manuscript in- 
fluence before type evolved its in- 
dependent style. 

But close and thorough study of 
these true oldstyle faces, and how 
they were used by their creators, is 
essential to gaining a firm grasp 
of the basic principles of all typog- 
raphy. Until that is done, even the 
departures and mannerisms _ of 
“modern” typography can scarcely 
be appreciated. 


’ One manuscript characteristic is 
worth special notice. The scribes 
well knew exactly how much space 
to allow for letter-body, ascenders, 
descenders, margins to achieve the 
most pleasing effect. They had been 
at it for many years before the ad- 


vent of type, and changes were 


made in what was really a com- 
posite work of art only slowly and 
with reluctance. 

At first, the best typography care- 
fully observed the rules of the 
scribes, for was not printing only 
a comparative mass_ production 
process? The more it imitated real 
manuscripts the better it would sell. 
There was no need for leading. 
Only many years later would pen- 
ny-chiseling, economy-minded type 
founders and users shorten ascend- 
ers, and_ especially descenders, 
crowding lines closer to get more 
on a page. 

Naturally, typography progres- 
sively suffered in its real purpose, 
readability. This eventually forced 
the device of leading to restore the 
line spacing and readability stolen 
from type by those who did not 
understand the basic utility of that 
space. 


> That is one important reason why 
I have strictly avoided mention, in 
all of this, of types we now call 
oldstyle, as, for example, Bookman, 
which really belongs to another and 
later era, actually a badly muddled 
transition period. 

The important thing to learn in 
typography is how to obtain and 
retain the utmost in readability. In 
spite of the wealth of type facili- 
ties and artistry we have achieved 
by today, that still is our most 
trenchant need. Type is still meant 
to be read easily, not just a tool 
for some art effect. Advertising to- 
day really costs money (as if you 
didn’t know!). 


> There is not, at this day, much 
left to us, in revivals, of the types 
so abundantly produced during the 
first quarter century since Nicolas 
Jenson’s day. Most of them were 
not worth reviving. 

But in the best faces those 250 
years gave us there was a sincerity, 
a singleness of purpose, a self-im- 
molation that aimed primarily at 
easy conveyance of the message 
of the text. And that is still the 


TFohn &F Windelin of Speyer 


and Nicolas “Fenson 


HE material available for the carly lives of John 
of Speyer and of Nicolas Jenson is extremely 





before they came to Venice. About John and 
Windelin, his brother, we have no information 
4 beyond the fact that they were natives of Speyer, 
in Rhenish Bavaria. It is not known where they 
learned their art, nor from whom, nor yet how long they had been 
don, the full page is | in Venice before they commenced to print. ‘The order of the College 
elaborately decorated. | granting a monopoly of printing to John, shows that they were well 


Original Casion 
Taken from a 1924 
presentation of the 

Caslon Foundry, Lon- | 
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Anew type! 
Craw 
Modern 


$1234567890¢, abcdefghijklmnopqrstuvwxyZ,A BCDEFGI 11JK LM! 


.--to meet the needs of 
modern typographic design: 
G to 72 point available 

from your authorized ATF 
Type Dealer. Ask him 

for a specimen brochure, 


or write to: 


American Type Founders 
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abcdefghijklmnopqrstuvwxyZ,$1234567890? 
ABCDEFGHIJKLMNOPQRSTUVWXYZ&%E1234567890CABC 
abcdefghijklmnopqrstuvwxyz,abcdefghijklmnopqrstuvwxyZ 


ABCDEFGHIJKLMNOPQRSTUVWXY2Z&% 


Elizabeth, New Jersey 
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EQ vein ° 


Sf pitique 


Sorg’s Equator Antique was created for scores of printing jobs that 
require the sturdiness of a bristol base-paper coupled with the 
smart appearance of a fine-quality cover stock. And, because it 
has high-bulk, Equator Antique is more economical since it can be 
used in lighter weights than the average cover stock. Equator 
Antique is carried in stock in four colors, three weights, and three 
sizes. In addition to its regular finish, Equator Antique is also avail- 
ableinseven distinctively differentembossed 

finishes. Ask your Sorg distributor for the 

Equator Antique sample portfolio. 


And remember, for business forms papers 


from manifold to tag 


you can specify 


all your needs from one source... SORG! 


SORG Stock Lines 


~ 


COMPANY 
MIDDLETOWN 
lL 





WHITE SOREX e CREAM SOREX e« LEATHER EMBOSSED COVER e¢ PLATE FINISH # EQUATOR INDEX BRISTOL 


EQUATOR ANTIQUE e 


MIDDLETOWN POST CARD 
SORG'S BLOTTING ¢ BRILLIANT VELLUM ¢ REGISTER BOND ¢ TENSALEX 


e 410 TRANSLUCENT ¢ No.1 JUTE DOCUMENT 
e GRANITEX e PARCHTEX 


Offices in NEW YORK ¢ PHILADELPHIA ¢ CHICAGO ¢ BOSTON e ST. LOUIS e LOS ANGELES 






it type 


Tens of thousands of artists, 
ad men, printers, editors and 
students have discovered the 
Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art supply stores 
or order direct... only $7.50 


HABERULE 


BOX AR-245 +» WILTON + CONN. 
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NO PHOTO-PRINT CHARGE! 
NO PHOTOSTAT CHARGE! 


RAPID 
FILM-LETTERING 


xt DUCED OR ENLARGED TO FIT YOUR 
LAYOUT AT NO ADDITIONAL CHARGE 


“egative or Positive—No Minimum 


mail deliveries 


anywhere in U.S.A. 
Specimen Chart A.R 


RAPID TYPOGRAPHERS INC. 


305 EAST 46 STREET ¢ NEW YORK 17,N.Y. 


for FREE 














most important objective of typog- 
raphy. In the modern spate of dis- 
play and body types, whose aim too 
often seems to be the exploitation 
of their originators’ fertility in de- 
sign, there is danger of becoming 
so obsessed with an ambition to 
show some other advertising men 
how we can juggle today’s pretty- 
pretties in type that we forget the 
plebeian pork-and-beans that must 
be sold to pay the cost and leave a 
profit. 

I do not disparage our modern 
wealth of typographic facilities, but 
no production man is worth his salt 
until he can so use the real oldstyle 
faces as to make them hammer the 


cash register because of the tale 
they tell rather than the attractive 
dresses they wear. 44 


ATF Brochure Outlines 
‘Cold Type’ Process 


A 12-page illustrated brochure 
available from American Type 
Founders Co., Elizabeth, N. J., de- 
scribes, in simple lay language, the 
operation of the new ATF photo- 
mechanical typesetter. Designed 
primarily to point up the advan- 
tages of ATF’s own product, the 
brochure is written in such a way as 
to provide a_ basic, 
description of the 
typesetting process. 

The ATF system includes two 
machines—a keyboard unit and a 
photographic unit—and an_intro- 
ductory page explains that the sys- 
tem is the result of 15 years of re- 
search. Object of the research was 
to develop a “cold” typesetting 
product of low initial price, low 
operating cost, high production and 
simplified operation. 

The keyboard unit uses a stand- 
ard typewriter, and can be mastered 
after a very short training period, 
by any competent typist. The output 
of this machine is a punched tape, 
using a “common language” code. 

Instructions for justifying are 
punched into the tape, which is used 
to operate the second machine, 
which actually sets the type. 

Heart of this typesetter is a disc 
on which the complete font is re- 
produced as a sharp photographic 
negative. As the tape operates the 
setter, the letters are exposed, one 
at a time, on photographic paper. 
Since the master is a negative, the 
print is positive, ready to be pasted 
down on copy for the camera. 

Each disc contains two forms of 
each alphabet, like roman and bold, 
or roman and italic. 

Copy can also be added by using 
the keyboard on the setter. 


non-technical 
photomechanical 


for more details circle 711, page 105 





What's New In 
Audio-Visual Equipment... »..: 0. 


A special AR round-up of the year’s new equipment to 
make your job easier and your presentations more effective 


Equipment is an essential part of 
a project. It is easy to dream up 
a promotion, but unless you can 
back that up with available ap- 
paratus, you are not going to get 
very far. 

Manufacturers in this burgeoning 
field are exploring ways of doing 
new things, of doing old things bet- 
ter or more easily, of reducing the 
weight and the complexity of equip- 
ment. 


> The following list of audio-visual 
equipment includes items _ intro- 
duced to the market in the last 
year. The descriptions have been 
drawn from manufacturers’ speci- 
fication sheets and other literature 
and are believed to be accurate. 
AR editors, in compiling the list, 
did not examine the items and can- 
not, therefore, recommend _ the 
products of one manufacturer 
against another. Each should be 
weighed, not on price or brief de- 
scription alone, but on how its 
specific features meet your specific 
needs. 

Particularly on the more expen- 


sive items, the final purchase should 
be made only after a practical dem- 
onstration and, if possible, a short 
period of use. At the minimum, a 
side-by-side comparison of your 
two or three favorites is recom- 
mended. 

If you have access to either of 
the two major audio-visual ex- 
hibits, you will find these a fine 
opportunity to see a lot of equip- 
ment and to talk to men who know 
them well. The July meeting of the 
Natl. Audio-Visual Association in 
Chicago and the October Industrial 
Film & Audio-Visual Exhibition in 
New York are worth a visit. 


> Listed below are this year’s con- 
tributions from the major manufac- 
turers of audio-visual equipment. 
A line to the producers will bring 
you more detailed specifications on 
any model in which you are in- 
terested. A good dealer has speci- 
fication sheets on most of these 
items, and will have many of them 
available for demonstration. In 
addition, when looking for a piece 
of equipment to meet a need, don’t 


overlook other products, on the 
market for many years, which have 
not been improved simply because 
they were already doing a fine job 
and have needed no updating. 


Projectors, Motion Picture 
Filmosound 385 


a new safety feature, a rewind interlock 


built into the takeup arm. The arm has 


Added this year is 


1 spindle which automatically disengages 
the rewind gear from the reel if film is 
removed, preventing accidental starting 
in the rewind position on the next reel. 

a single case, with an 8" speaker, 

del 385C retails at $499.95. Other mod 
els, with increased power, 


$629.95. 


a : ' 
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Bell & Howell 
7100 McCormick Rd., Chicago 45 
Kodak Pageant Model 8K5 


+ 


Printed 
permit reducing the size of tl 


10 3/16x4 1 


I 


carbide toothed | 
provides maximum hardness and 
qualities. An 8-watt amplifier and a 
6x9" oval speaker in a baffled enclosure 


Audio & Visual Aids @ 95 





Kodak Pageant Model AV-085 


IKE! 


Kodak Pageant Model AV-154-S, Type II 


Eastman Kodak Co. 


Rochester 4, N.Y. 


Miracle Model 2 


Marcellus Mfg. Co. 
Hwy 76 North, Belvidere, Ill. 


Life-Tested. Model MI-1345-B 


tneth sappnire anda nyion 


Radio Corp. of America 
Audio-Visual Products, Camden 2, N. J. 


Professional Two-In-One Projector 


Triangle Projectors Inc. 
3706 Oakton St., Skokie, Ill. 


Projectors, Filmstrip 
Kodaslide Signet 500, Filmstrip Model 3-F 


takes even 


a professional 


in «a 13-Ib. 
package 


Unique, new DuKane ‘“‘Flip-Top”’ projector makes every neophyte a 
professional salesman . . . Doubles the effectiveness of your experienced sales 
people! Delivers the message the way you want it, complete with sight 

and sound. Open the lid, plug it in, slide the record in the slot, and the 
Flip-Top starts selling instantly. Ideal for desk-side prospects or small 
groups. Complete with built-in screen. Startling clarity in color or 
black-and-white filmstrip. Top voice fidelity. 


For a demonstration at your own desk, write or wire 


DuKane Dept. AR78a; St. Charles, Illinois 


CORPORATION 
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Eastman Kodak Co. 
Rochester, N. Y. 


School Master 


Graflex Inc. 
3750 Monroe Av., Rochester 3, N.Y. 


O. J. McClure Talking Pictures 
1100 W. Washington Blvd., Chicago 7 


Model #V-25 


Model #V-500 


Viewtalk 


Viewlex Inc. 
35-01 Queens Blivd., Long Island City 
1, 


Projectors, Slide 


Electro-Changer . 


Airequipt Mfg. Co. 
20 Jones St., New Rochelle, N. Y. 


Balomatic 300 


Balomatic 500 


Bausch & Lomb Optical Co. 
Rochester, N. Y. 








Headliner Duo 708 


Robomatic 


Aaa 


Bell & Howell 
7100 McCormick Rd., Chicago 45 


Kodak Cavalcade 


Kodak 500 


hanger, $84.aC 
Eastman Kodak Co. 
Rochester 4, N. Y. 


Minolta Mini-Projector, Catalog 7260 


b } sreiaht r 


jht machine, weighir 


| SO. 
FR Corp. 


951 Brook Av., New York 51 
» Slide Projector Model SM2 
V/ox4 r 3,000-watt 


extra-large 


Genarco Inc. 
97-04 Sutphin Blvd., Jamaica 35, N. Y. 


Pla-Matic 300 


ook - GR + July 1958 


Part Il, Next Month 


The number of new pieces of 


audio-visual equipment was so 
great that we must run this listing 
in two parts. In the August AR, 
the following categories will be 
included: 

Tape Recorders 

Tape Players, Repetitive 

Record Players 

Photographic Equipment 

Easels, Lecterns, Ete. 

Projection Stands 


Screens 


Miscellaneous 


La Belle Industries 
Oconomowoc, Wis. 


odel 610 


sllu far 1 L YT 
Tiiy fl 


Polaroid M 


en 


Polaroid Corp. 
Cambridge 39, Mass. 


Attache 


iant 
11101T) 


e: $89.50 
Presentation Designers 
46 E. 53d St., New York 22 


Model # 3115 ... For both 35 ind 


Somm 


superslides, this low st projector weighs 


334 pounds and easily portable. 
rreen is blacked out while 


slides. Price: 


changing 


Model # 3111 


system as #3115, this projector carries its 


With the same optical 


slides in tray, from which a simple 
push-pull ion gives a 


changing. T ho] 


i 


pli 


Model # 3120 ... The same basic pr 


ector r 


in a specially-designed case that 
h 


dis 


lds six extra slide trays. When the 
removed, the ready 
ise. Price: 95. 


Realist Inc. 
2051 N. 19th St., Milwaukee 5 


Auto-Magazine # 503 Thi 


ised either manually 
manual position, any 
the magazine tray can b y 
to its number, which is always 
‘learly visible in an index window on toy 
ojector. A built-in pointer permit: 
superimpose a movable ar 
n the screen. An a 


ndenser lens permits the projec 


new i12/ color nt r 14/9x14/9 


Auto-Magazine # 505 


# 503, but with a 500-watt 


A 


300-watt lamp. Price: $69.50. 


Revere Camera Co. 
320 E. 21st St., Chicago 16 


View-Master Standard Projector 


handle the View-Mast 


Sawyer’s Inc. 
P.O. Box 490, Portland 7, Ore. 


Projectors, Continuous 


Cinesalesman 


shows, displays 


Busch Film & Equipment Co. 
Saginaw, Mich. 


Pictur-Vision Console Projector, Model 


qineaq unlit stands 


Picture Recording Co. 
Oconomowoc, Wis. 


Automatic Advertising Projector with 
Synchronized Sound ... The s 
of this team utilizes continuous 
is connected with 
rear pr 
transparencies. 
18” or 24 


Tel-A-Story Inc. 
523 Main St., Davenport, lowa 


Counter Salesman 
n screen and 


quipped with six headphones 





rsby tnt 
by hold 


Triangle Projectors 


3706 Oakton St., Skokie, Ill. 


Projectors, Miscellaneous 


Vu-Graph Royal... A new 


em 


Charles Beseler Co. 
219 S. 18th St., E. Orange, N. J. 


Cellomatic Corp. 
756 7th Av., New York 19 


gianTView Model #912 


gianTView Model +3040 


Meilink Steel Safe Co. 
(Tela Electronics Div.) 
901 Livernois, Ferndale 20, Mich. 


Slide Viewers 


Ultramatic 


Airequipt Mfg. Corp. 
20 Jones St., New Rochelle, N. Y. 


Slide-Sorter 


The H. E. Geist Co. 
2620 Lorain Av., Cleveland 2 


Idealite Medel +0°0 


YOUR MESSACE 


MLS cer ap 
] 


CD 


(1) Snap it...see it! (2) Slip it into a mount, and (3) project it as big as you want. 


Polaroid Corporation Announces 


QUICK, EASY WAY TO MAKE SLIDES 


Now with a standard Polaroid Land Camera, you can make 


slides for Sales Meetings, and project them immediately. 


Polaroid Corporation has perfected a film 
which produces bla k-and-white slides right in 
a regular Polaroid | ind ( amera. Just eli k 
the shutter and two minutes later you have 2 


slide ready for projection. 


These on-the-spot slides can help you tell 
a picture story to everyone— prospec ts, exist- 
ing customers, the field selling force, manage- 
ment. A versatile Copymaker is available to 
make slides from any text, existing photo- 
graphs, charts, graphs or titles. Or, if} you 
wish, you can take the camera into the field to 
photograph other 


produc ts, displays, and 


material. 
Two sizes are available—2'; x 2'4, and 


3'4 x 4 for use in existing “lantern slide” 
projec tors. 


Phese slides cost about 's as much as cone 
ventional slides. But the real saving is in the 
time and effort that it takes to put any 
pieture on the screen. Send in this coupon 
for detailed information, plus booklet, “On 
Your Feet,” 


next speec h. 


loaded with hints for your 


Polaroid Corporation 
Dept. R7, Cambridge 39, Mass. 
Please send me detailed information on the 


new Polaroid transparency system. 


$ & S S&S S& To start getting your share of 


Advertising 


Requirements 


sales power in the $3 billion 
advertising-production-merchandising 
market, call your AR representative today. 


Advertising Requirements, 200 E. Illinois St., 


Chicago 
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Iideax Corp. 
150 Sth Av., New York 11 


Lampco Standard Stereo Viewer. . 


f 


I 1 


Los Angeles Molded Products Co. 
11129 Chandler Bivd., N. Hollywood, 
Cal. 


Pictar Slide Editor... 


Mast Development Co. 
2212 E. 12th St., Davenport, lowa 


Moviette MF Model 8x10” 


Moviette Inc. 
45 Vesey St., New York 7 


Opta-Vue 21/,” Custom 


Optics Mfg. Corp. 
Amber & Willard Sts., Philadelphia 34 


View-Master Lighted Viewer Model F 


lined r sr 


Sawyer’s Inc. 
PO Box 490, Portland 7, Ore. 


Folding Viewer 


Stereo-Magniscope Inc. 
Box 228, Jackson Heights 72, N.Y. 
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Projectors, Sound 
Accessories 


Sound Synchronizing Kits 


the Kodak 


Eastman Kodak Co. 
Rochester 4, N. Y. 


Cinesone Sound Unit . . A kit which 

silent or sound, int 

ind. playback 

any projector, and is 
contained. No mechanica 

done to the project 
re required for 8mm and 

rs. Price: $129.95. 

Federal Mfg. & Eng. Corp. 
1055 Stewart Av., Garden City, N.Y. 


Williams, Brown & Earle Inc. 
904 Chestnut St., Philadelphia 7 


See AR for August for more new product listings. 


By Harold Gardiner 
Northwestern Mutual Life Ins. Co 
Milwaukee 


It isn’t enough for you to know 
that training pays. Your sales train- 
ing program isn’t going to work out 
unless the salesman also knows and 
believes that training pays. Thus, 
the first job is to sell the new man 
on the value of training and then 
keep on selling him. Some of the 
best training courses ever developed 
failed to achieve their proper goal 
because their sponsors didn’t do an 
adequate job of se!ling training to 
the salesman. 

There are three things we be- 
lieve to be essential in any training 
program for a new salesman: 


1. You should transmit to and in- 
still in this new man a set of funda- 
mental beliefs regarding your busi- 
ness and your product. The sales- 
man is not likely to go far unless 
he believes in what he is doing. 


2. We urge you to assist and then 
to require your new salesman to 
truly master a basic sales presenta- 
tion which translates into effective 
action the beliefs set forth in your 
presentation which attracted him 
to your business. Mastery of the 
sales presentation provides’ the 
salesman with the tools to make 
these beliefs materialize into real 


accomplishment. Not a canned sales 
talk, but a mastered sales talk that 
is his. 


3. Guide your new salesman into 
early and thorough mastery of the 
technique of asking questions. Some 
of our ablest people believe that 
the greatest asset you can take into 
a sales interview is a knowledge 
of the problem that needs to be 
solved. If you know what the 
prospect’s problem is, finding the 
solution involves relatively little 
difficulty. The salesman who probes 
both wide and deep with appro- 
priate questions will be dealing with 
the real problems of the customer 
and not the problems he _ thinks 
ought to be there. 


Meanwhile, in training through 
each of these three areas, we con- 
tinue to make it evident in every 
contact that we have with our new 
man that training comes first—that 
training is the first key to success. 

44 


Talking Directory 
Developed for Shoppers 


An electronic device that tells the 
shopper product locations and de- 
livers commercials has been de- 
veloped by Eastwood Industries Inc. 

Named the ‘“Audio-Guide,”’ the 
product is an electronically con- 





Now! You can prepare your own visual aids 
on-the-spot as easily as this... 


EXPOSE 


Place original and Ozalid paper to- 


gether. Set timer. Expose. film together. 


DEVELOP 


Process exposed negative and positive 


PEEL APART 


.and you have it...a transpar- 
ency for projection. For translucent 


originals, it’s even simpler! 


New Ozalid Projecto-Printer Kit 


Simple, speedy way to make trans- 
parencies for overhead projection 


There’s no more need to be a photographic 
technician in order to prepare your own trans- 
parencies for overhead projection. With Ozalid 
‘do-it-yourself’? Projecto-Printer Kit, anyone 
can prepare on-the-spot transparencies from 
visual materials contained in textbooks, manu- 
als, charts... in fact, any printed material. You 
can get dozens of new visual effects and colors, 


Name Se 
zZ A | D Organization__ 
Address____ . . 
- | sua ads- ies. See 
A Division of General Aniline 
& Film Corporation State_ = 


inexpensively, in minutes. No darkroom and no 
trays! And this amazing new kit is completely 
portable. 

Ozalid has set up a nationwide network of 
visual aids dealers to assure you of helpful advice 
and fresh materials. For the name and address 
of your nearest dealer, plus informative litera- 
ture, mail coupon below. 


Ozalid, Dept. A-7 
Johnson City, N. Y. 


Please send literature on ‘‘Projecto Printer’? and 


name of nearest dealer. 
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, COLOR TINTS 


SHADING FILMS yo 


WATKOOUR ED rs 
MEE heat am} = 
J 


enka acl 
Pts) 


For details write 


TRANSOGRAPH Division of 
CHART-PAK, Inc. 


539 River Road * Leeds, Mass. 
*Du Pont’s name for their polyester 





resin film — extremely tough, and 
resistant to moisture, chemicals and 
temperature variations — has ex- 


ceptional dimensional stability. 


Het A////, 
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How To Get Things Done 
Better And Faster 





BOARDMASTER VISUAL CONTROL 


*% Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 

* Simple to operate — Type or Write on 
Cards, Snap in Grooves 

*% Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 

*% Made of Metal Compact and Attractive. 


Over 250,000 in Use 
Full price 49° with cards 


FREE 24-PAGE BOOKLET No. R-300 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street ® New York 36, N.Y. 
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A Talking Directory New shopping 


guide from Eastwood Industries tells 


shopper location of product in store 


and delivers “‘in-store’’ commercials 
trolled and operated directory sys- 
tem keyed to a series of selector 
panels. These panels are placed in 
convenient locations throughout a 
store, and have buttons which can 
be keyed to 190 different 
categories or departments. 

When a customer desires 
store location of item, 
presses the corresponding button on 
the panel. A recorded voice in the 
master system immediately answers 
through the panel, locating the item. 
These answers can and will identify 
brand names when desired. 

In addition to giving the customer 
a quick product location, the prod- 
uct enables the pro- 
mote his product at the point-of- 
sale. 

A folder is available. 


items, 


the 


a given she 


advertiser to 


- for more details circle 725, page 105 


VPD Sellector Guides 
Introduced by Meier 


Samples and descriptions of the 
complete V.P.D. line available 
in two new buying and selling 
guides released by Joshua Meier Co. 

Called the “VPD Sheet-Protector 
Sellectors,’ the units consist of a 
“Guide” and a “Sampler.” 

The guide is a pocket-size, eight- 
page folder that explains construc- 
tion and and lists and 
prices of all styles of acetate and 
Mylar sheet-protectors, transparent 
envelopes and shop ticket holders. 

The sampler, designed as a com- 
panion piece to the guide, contains 
a sample of each of 18 different line 
items all bound into a gold-stamped 
fiberboard cover. 

Both Sellectors are available. 


are 


uses, sizes 


for more details circle 726, page 105 


Magic Ring Control Unit 
Offers Operating Freedom 


Greater flexibility in the opera- 
tion of audio-visual equipment has 
been introduced by the Tele- 
Prompter Corp. in a new remote 
control switch. 


Popularly called the “Magic Ring” 


the unit is supplied with an ex- 
pansion band to fit any finger size. 
It is also supplied with 20’ of 
miniaturized flexible cable and a 


standard three-circuit phone plug. 
The wire, which can be con- 
veniently hidden in a coat or shirt 
sleeve will allow wide freedom of 
movement for the operator. 

The device was announced by 
Telepromoter’s vice-president in 
charge of engineering, Hubert J. 
Schlafly Jr. According to Mr. 
Schlafly, the application of the ring 
control can extend far beyond pres- 
ent thinking. “One or more of the 
rings on an operator’s fingers,” said 
Mr. Schlafly, “literally allow him to 
have control always at his finger- 
tips and still allow a certain degree 
of freedom to his hands for other 
manual activities.” a4 


Sellevision Takes Bow 
As New Communicator 


The newest 
its debut in 
field has been 
Siegler Corp. 

Reported by the company as “an 
innovation 
cial 


youngster to make 
the communications 
introduced by the 


in the field of commer- 
communications,” ‘“Sellevision” 
consists of a console which 
tinuously projects 
tion mirrors 


con- 


via high-reflec- 
to an eye-level screen 
in the upper portion of the unit. 

and 


Both 


color black-and-white 





It’s Sellevision! Not a vendor, but a 
communicator, 
which 


moving pictures 


is this handsome console 


continuously projects slides or 
Unit was developed by 


Hallamore Electronics div., Siegler Corp. 





Sorwes Management 
On Layout & Typography 


One of the most vital of AR’s 13 
monthly sections for advertising man- 
agement is Layout & Typography. 
Articles by experts in every issue not 
only keep advertising men posted on 
current trends, but provide refresher 
training and tips on all phases of 
printed media. Following are typical 
stories published in 1955: 


“Hints For Admen From 
a Compositor”’ 
‘How to Select the Right 
Typeface”’ 
‘“‘Noreen’s Integrated 
Design Program’’ 
“Thud & Blunder Typography”’ 
“Which Way from Futura’ 
“Showmanship in Print’ 
“Enter the Type Director” 
“Trends in Advertising 
Typography” 
“Rebus Ads Score Success for 
Milwaukee Distributor’’ 


Sells Management 


On Layout & Typography 


Editorial excitement as well as edi- 
torial service affects reader response. 
Following are a few of the outstand- 
ing typography and = layout firms 
which have attracted prospects and 
customers with sales messages in AR: 


Monsen-Chicago 

Warwick Typographers 
Howard 0. Bullard, Inc. 
Advertising Typographers Assn. 
Filmotype 

The Haberule Company 
Runkle-Thompson-Kovats, Inc. 
Mergenthaler Linotype Company 
J. M. Bundscho, Inc. 

Rapid Typographers, Inc. 
Lanston Monotype Machine Co. 


If layout and typography are 
either your problems or your 
products—turn to AR for results! 


Advertising 
PAT ere LURE eth e al eS 


200 E. ILLINOIS ST. * CHICAGO 11, ILL. 
a es) el 
ADVERTISING AGE and INDUSTRIAL MARKETING 





can be shown by the “Sellevision” 
and the unit is available in a slide 
film version for $1,475 and a mov- 
ing picture model for $1,650. Both 
models can be obtained on a lease 
plan. 

Suggested applications for the 
system include airline terminals, in- 
dustrial plants, hotels, plus offices 
and commercial establishments of 
all types. 

Further details are available from 
the Hallamore A-VECS branch of 
The Siegler Corp., 6600 Sunset 
Blvd., Hollywood. 44 


Projector Lease Plan 
Put on Monthly Basis 


The rental of motion picture pro- 
jectors for 16mm sound films on a 
monthly basis has been announced 
by Technical Service Inc. 

The plan is available on three 
portable models offering combined 
large screen and built-in screen 
projection, and repetitive projection 
on built-in screen. 

While rental periods shorter than 
a month can be arranged, monthly 
fees range from $85 per month on a 
monthly basis to $45 per month on 
a 6-month rental of Model M6 
Moviematic. 

Renters can convert from leasing 
to purchase with liberal allowance 
for fees paid. 

Additional details are availabie 
from Technical Service Inc., 30865 
Five Mile Rd., Livonia, Mich. 44 


Folder Describes Benefits 
Of ‘Bite-Size’ Visuals 


The possibilities and benefits of 
visual slidefilms or movies as part 
of your message are detailed in the 
“Film-Controlled” meeting folder 
from Regan Film Productions Ine. 

Calling the “film-controlled meet- 
ing” packaging ideas for your 
speech, the folder describes how the 
message is isolated into “bite-size” 
portions which are then assessed es 
to importance. 

The segments which contain the 
most important things to remember 
are developed into a sound slidefilm 
or motion picture script. These can 
be handled to lead into group dis- 
cussions, question and answer pe- 
riods, ete. Each _ film-controlled 
meeting has group activity built in 
but organized in such a way that 
the meeting leader or speaker never 
loses control. 

The film-controlled method can 
be used for 15-minute or all day 
meetings, according to the Regan 
folder. 


- for more details circle 727, page 105 


presentations 
selling... 


VISUAL 


MADE EASY, 
dramatically, 


effectively 


~ 


COC AUTOMATIC 2x2 


Projection Viewer 


SET IT UP IN 3 SECONDS 
FOR PERFECT GROUP VIEWING! 


Projects on large 6 x 6 screen. 

Folds into compact case. Handy, 
weighs less than 5 Ibs. 

PERFECT FOR SALESMEN, INDUSTRIAL, 
BUSINESS, EDUCATIONAL, MEDICAL use. 


Built-in semi-autom. slide changer, (for 
up to forty 35mm slides), f/3.5 coated 
precision lens, smart durable metal case. 


Ask for DESCRIPTIVE FOLDER & 
SPECIAL PRICES for 
COMMERCIAL USERS 


Camera Optics Mfg. Corp. 


101 W. 47th St., Dept. A 
New York 36, N. Y. 


SENSATIONAL NEW 
Movie-Mite 
) 

Siufreme 

Theater Quality 

16mm Sound Projector 

Easiest to Use 

Lowest in Cost 

Lightest in Weight 

50,000 Users 

Can't Be Wrong 

Lifetime Guarantee 


Complete $298.50 
Write for Catalog : 


tHe HAR WALD ©. 


Oravisual easels 


Built and sold by the 
world’s only exclusive 
manufacturer of visual 
aids for the office and 
conference room. 


Write for free 


24 page Why & How Catalog 


ORAVISUAL CO., INC. 
Box 11150, St. Petersburg 33, Fla. 


A Basic Guide 
lo 

Television 
Commercials 
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Art & Photography 


104 
60 
A 99 
48 
86 
Multi-Ad 48 
} 97 
60 
j | 
A tio 30 
104 
Art Supplies 
104 
100 
86 
i 87 
70 
Balloons 
47 
45 
Banners, Pennants 
4 
Binders, Catalog Covers 
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Camera Lucida 
Enae A., |r 88 
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Copyfitting Aids 
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Display Materials 


Ever Ready Labe \ ° 60 
K en-Stik Product r 10 


Display Motors 
Hansen Mia. C , 52 


Displays, Metal 


Aavertising Met y 
‘ 7! 
Duplicate Plates 
91 
Easels, Lecterns 
101 
Envelopes 
eS 35 
¢ 32 
C 33 
Fluorescent Inks & 
Materials 
31 
( 4 
96A 
Gravure Services 
Acme Gravure Services Inc. 62 
74 
C 27 
Inks, Screen Process 
Lawter Chemicals Ir 31 
N 9Z [ af C 16 
Radiant C r € 96A 
Invisible Ink Postcards 
M M. E., & ¢ 45 
Labels & Tags 
Allen Hollander Co. Inc 104 
Cheshire | , ol 
Ever Ready Labe! C 60 
Kleen-Stik Products Ir 10 
Lettershops 


Brodie Advertising Service 30 
Packaging Materials 
Frankston Box Co. 104 
Papers, Printing 


Appleton Coated Paper Co. 24 
Beckett Paper Co. 8A 


Bergstrom Paper Co. 74 
Champion Paper & Fibre 
Co. 32A 
Cotton Fibre Paper Mfrs. 77 
Eastern Corp. 14 
Silbert Paper Co. 18 
nternational Paper C 16A 
Kimberly-Clark Corp. 80B 


Mead Paper Corp. Back Cover 
Nekoosa-Edwards Paper Co. 2 


Northwest Paper C 48A 
Stratnmore Paper C 76 
Westor Byr r Cc 8! 
Papers, Specialty 
Appleton Coated Paper Co. 24 
Beckett Paper Co. 8A 
Brown-Bridge M Inc 60 
cotton Fiber Paper Mfr 77 
n-Stik Products Inc. 10 
VeK 1-cCaQwara Paper © . 2 
Radiant Color C 96A 
Sorg Paper C 94 
Paste-up Type 
Herbert. H. T.. C 70 
Stik-a-letter Co. 70 


Photo Copying Machines 


Remington Rand Div 
Sperry Rand Corp. 


Inside Front Cover 


Photo Lettering & 
Typesetting 


Flexo-lettering Co. 88 
Photo-Typesetting Inc. 104 
Rapid Typographers Inc 94 


Photo Prints, Quantity 


Major Phot Co. 86 
W altz 104 


Photo Reproduction 
Services 


Corona Color Stud 104 


Photoengraving & 


Platemaking 
Collir Miller & Hutchings 
Inc a 2 74 
Grubb, G. R., & Co. 84 
Northwestern Photo Engrav 
ng Co. . 82 
Progress-Hanson-Progressive 
Group 91 
Stafford Engraving Co. 104 


Photographic Equipment 

& Materials 
Eastman Kodak Co. 88A 
Engel, J. A., Inc. 88 


Adwertisers 


Products C 60 
Polaroid Corp. 97 


Lacey-Luc 
Photographic Reporting 
Un ted Pre ; Interr at r 


Plaques 


Bronze Tablet Co. Inc. 47 


Postcards, Color 


Colourpicture Publishers Inc. 34 
Curt Teich & Co. Inc. 8 
Halo-Color 32 


Premiums & Specialties 


Advertising Specialty Nat 


Y 

Assn. . 36 
Eagle Rubber Co. Inc. 47 
Eureka Spec alty Printing C 55 
Listo Pencil Corp 46 
Pj neer Rubt er Cc . 45 
Sales Ideas Unlimited 45 
Sh Ww Bart n 45, 47, 48 


Presentation Materials 


Belford Co. Inc 84 
Camera Opt Mfa. Corp. 101 
Chart-Pak inc 100 
General Aniline & Film Corp. 99 
National Blank B ke <; 80 
Po 3roid C rp. 97 
Simon Products C 5 


Printing 


Crocker, H. S., Co. Inc. 31 
Cuneo Press Inc. 75 
Eureka Specialty Printing Co. 55 
Ever Ready Label Co. 60 
Graphic Enterprises of M 
waukee Inc. 70 
Keller, D. F., Co. 83 
Wurst, Henry, Inc. 78 
Projectors 
Camera Optics Mfg. Corp. ..101 
DuKane Corp. 96 
Harwald Co 101 


Self-Sticking Specialties 


American Decalcomania Co. 65 


Fasson Products 67 
Kleen-Stik Products In« 10 
Meyercord Co. 69 
Sell-Print Inc. 52 


Sign Materials 


Kleen-Stik Products Inc. 10 
g. Co 70 


Yarder Mf 





Signs & Identification 
Materials 


American 
Colonial Neon Co. Inc. 

Fasson Products 

Grace Sign & Mfg. Co. 
Intl. Bronze 
Meyercord Co. 
Plasti-Line Inc. 
ratt Poster C€ 
Sell-Print Inc. 
Texlite Ir 


Signs, Metal 


bi nial Neon C Inc 
yrace Sign & Mtq. Co. 


Signs, Plastic 


KI 


a Né 


Decalcomania Co. 


Tablet Co. Inc. 


65 

7 
67 
17 
47 
69 


Inside Back Cover 


4 
52 
68 


Plasti-Line Inc. 
. Inside Back Cover 
Texlite Inc. 68 


Signs, Porcelain Enamel 


Texlite Inc. 


Stock Art 


Mult Ad Serv CE 
Stivers Studio 


Volk, Jr., Harry, Art Studio 


Stock Mailers & 
Postcards 


Creative Sales Inc. 30 

Sales Ideas Unlimited 45 

Wholesale Direct Mail Ad 
Service 104 


National 


Stock Photos 


Enterprise Phot 
Mack, Douglas . 


Typefounders 


American Type Founders 93 
Baltotype 90 
Bauer Alphabets Inc. 7 
Lanston Monotype Machine 

G 


Typography 


Bundscho, J. M., Inc. 

Monsen Typographer 

Progress-Hanson-Proagre 
Group 

Service Typographer 

Warwick Typ 


| 
Inc 


Jrapners 


ALPHABETICAL INDEX 


47 
27 


83 


10 
60 


83B 
31 
46 
48 
104 
84 
Back Cover 
69 
54 
45 
48 
80 
30 
16 

2 
48A 


82 


45 


Back Cover 


Inside 


Visual Aids 


Belford Co. Inc. 84 
Camera Optics Mfg. Corp. 101 
DuKane Corp. 96 
Jo. We:.<. 88 


6 ' 
cnae 


Frankston Box Co. 104 
General Aniline & Film 

Corp. 99 
Graphic S\ 
H arwa d Cc 
Lnteytust Product 
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72 

45 

52 

17 
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94 


70 
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68 
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Labels Photo Lettering | Engravings 


aL 


Tae PL 
bets. Send for cata- 
CT me Bae a se 








WHAT ARE YOU EXACT @ COLOR 


DOING ABOUT 


HARD 
SELL? 


ncrete information tc 


r-producing label ideas 
Fully illustrated 


PIXUR @ COLOR 





Life, Post and others 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you as well 









Save 2 usual plate costs 
with our picture color 
process. Not exactly true 
to copy but an excellent 
color picture. Ideal for 
most purposes. 





Tats Cualig 


PHOTO LETTERING 


Reductions or enlarge- 
UCR ah 
with our DEXIGRAPH 
JUdson 2-0466-7-8 PHOTO-PRINT PROCESS. 


PHOTO-TYPESETTING, INC. 
311 W. 43rd Street, New York 36, N. Y. 


| LHe DIFFERE! | 
ieee oie 


STAFFORD ENGRAVING CO. 
229 N. PENN. ST. « INDIANAPOLIS 


In essential work 

for ny ne concerned with 
sales, advertising, promotion, and 
public relations. 





Photos & Prints 


For your FREE copy of the 
HARD SELL CHECK LIST, 


write today to Dept. Q Manikins WALTZ serves the profession 
allen hollander co., inc. with fine WALLET PRINTS (3!/2¢ 
385 GERARD AVE., NEW YORK 51, N.Y. ea.) and 8x10 QUANTITY PRINTS 
RENT A GLAMOR GAL (as low as 8!/,¢ ea.) Write: 


438 Sixth St. N.W. 


















° vho will work all day—and * 
Representatives Wanted ail Right withet getting WALTZ Canton, Ohio 
tired! Madisonia provides 
the perfect ladies’, 


sancits ALL in ONE sr 
\w p voi9 
CELT 


Catalogs, Publicity, Safesmer 
Beautiful DYE TRANSFERS 
NEW TYPE C COLOR FRINTS 


CORONA eo Sd are iT 


yunste 


Ad Men and Printers... daou — a" 
UNDERSELL COMPETITORS 25-40% special promo 
sell multi-color SHARE-the-COST Circulars | = 
for LIQUOR STORES, AUTO DEALERS 


eS ee 
SO a aL by 














EU eee ge ee " a eaTen 
$ QJ (oiors only; imprint dealers MADISONIA MANIKINS, INC. sTune one 
DOE Cm eo aL a NEW YORK CHICAGO DALLAS 
Samples & Info; write on your letterhead 152 W. 25 St. 11 S. Desplaines 3007 Canton St. 
WHOLESALE DIRECT MAIL AD SERVICE Chelsea 3-1550 Dearborn 2-6818 Riverside 7-1937 
201 West 89th Street. New York 24. N.Y If YOU Are in any 
| e 
Position Wanted Decals || of these fields... 


POSITION WANTED 
Available June First — Me- 
chanical RETOUCHER. Eight- 


Paper 
Printing and Binding 
Premiums, Prizes, and Specialties 


i US Shows and Exhibits 
— years experience, also aoe Sampling and Couponing 
ine and perspectives. Near MADE TO YOUR SPECIFICATIONS Tuscqreghy and Layout 
. . . . i . ° 
ce deeds ooamneen a | | Rrrmicey —| 8c and Packasing 
Illinois St., Chicago 11, Ill. ALLIE inc SAS a ae SS 


Signs and Identification Materials 
Audio and Visual Aids 


a Direct Advertising 
Art and Photo Film Boxes Art and Photography 
Photoeng-aving and Platemaking 


Window and Store Displays 
Professional Services 











) | MOVIE FILM BOXES | 
BIEN m ANG Neat, sturdy, tuck-in 100 $ 6.95* ik é 
boxes with filing data 299 9.057 | | Your advertising belongs in 
imprinted on end flap. 
For 109 foot reels. Add 500 17.50* 


aster a5/080 Go aoteien ortale aaa Advertising 
BOARD | or name and address. *Plus Postage R ets ss 
bienfang Pred co» | FRANKSTON EOX CO., equirements 


Metuchen, N. J Box 256, Frankston, Texas 
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7OQ1/Circle on Readers’ Service Card 
Sales Promotion Executives Assn. 

. . » details concerning membership in a 
national association for sales promotion 
executives. (Page 22) 


702/Circle on Readers’ Service Card 
Photo, Slide Manual 

- « @ booklet from Admaster Prints gives 
tips on preparing visual and graphic in- 
formation. (Page 88B) 


703/Circle on Readers’ Service Card 
Photography Newsletter 

. . « Colorfax Laboratories is distributing a 
newsletter to help the amateur photog- 
rapher with color shots. (Page 88B) 


704/Circle on Readers’ Service Card 
Mimeo Bond Sample 
. a sample of Mistrite mimeo bond and 
a description of its characteristics will be 
sent upon request by Mead Corp. 
(Page 80A) 


708/Circle on Readers’ Service Card 
Contak Folders 

. . « Chart-Pak makes available a folder 
describing its line of Contak shading films, 
another its Contak color tints. (Page 88) 


7O0G/Circle on Readers’ Service Card 
Semi-Rigid Containers 

. @ catalog of ideas and information on 
semi-rigid, transparent packaging is avail- 
able from J-E Plastics Mfc. Corp. (Page 61) 


707 /Circle on Readers’ Service Card 
Stock Plastic Boxes 

. - . @ line of standard plastic boxes are 
shown by Diamond Plastic Box. (Page 62) 


708/Circle on Readers’ Service Card 

Wirz Tube Catalog 

. . . information and practical applications 

of collapsible metal tube packaging are 

put down in a handbook by Wirz Inc. 
(Page 62) 


709/Circle on Readers’ Service Card 
Scotchcal Folders 

. . » Minnesota Mining and Mfg. Co. offers 
facts on its Scotchcal film emblems. 


(Page 62) 


| eae Adwertising 


Requirements 


* Send for these free helpful selling tools 


710/Circle on Readers’ Service Card 
Hard Sell Check List 

. » « Allen Hollander lists 12 tested ways 
the effective use of labels can boost sales. 


(Page 62) 


711/Circle on Readers’ Service Card 
Cold Typesetter 

. . . American Type Founders describes its 
new photomechanical typesetter in an il- 
lustrated brochure. (Page 94) 


712/Circle on Readers’ Service Card 
Color Display Catalog 
- @ variety of attention-getting advertis- 


ing displays are illustrated .by National 
Banner Co, (Page 68) 


713/Circle on Readers’ Service Card 
Name Plate Catalog 


. . » The United States Nameplate Co. lists 
complete details on various models in its 


(Page 69) 


Readers’ Service Dept. 


6607 


Please have the following sent me: 


701 702 703 704 705 
706 707 708 709 710 
711 712,— 713s 714715 
16 = 6717 =718 «719 720 
721 722 723 724 725 
726 727 728 729 730 
731 732 733 


BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 44.9 P. L. & R.. Chicago, Ill. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 


714/Circle on Readers’ Service Card 
Wood Letters Catalog 

...@ variety of 3-D wood letters currently 
available in eight different lettering styles 
is described by Spanjer Bros. (Page 69) 


718/Circle on Readers’ Service Card 
Swinging Wing Panels 

.. + @ variety of display panels that swing 
open, as a loose-leaf notebook, is shown in 
a catalog from Multiplex Display Fixture 
Co. (Page 69) 


716/Circle on Readers’ Service Card 
New AdverKit 

- @ folder, describing the contents of 
the newest AdverKit, is available from 
American Mail Advertising Inc. (Page 35) 


717/Circle on Readers’ Service Card 
Friden IDP Products 

- @ booklet describes integrated data 
processing applications as handled by 
Friden IDP products. 


COMPANY 


PRODUCTS SOLD 


ADDRESS 


CITY & ZONE 


*®Note: inquiries for items listed 
net serviced beyond Oct. 15, 1958. 





sree COE. 
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* Send for these free helpful selling tools 


Recders’ Service Dept. 


6607 
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718/Circle on Readers’ Service Card 
Zip-Strip Envelopes 

. «+ samples and details of envelopes with 
a perforated edge for easy opening are 
available from Cupples-Hesse Corp. 


(Page 34) 


719/Circle on Readers’ Service Card 
Low-Cost Mailing Pieces 

. » Samples of a new kind of stock mail- 
ing piece are available from Share-the- 
Cost Promotions. (Page 34) 


720/Circle on Readers’ Service Card 
Line Counter 

. » . American Automatic Typewriter Co. 
describes a new machine that counts the 
number of lines as it types and stops at a 
pre-set position. (Page 35) 


721/Circle on Readers’ Service Card 
Closed Circuit Booklet 
. . » Blonder-Tongue Laboratories discusses 





BUSINESS REPLY CARD 


First Class Permit Ne. 95, Sec. 44.9 P. L. & B.. Chicago, IL 





Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Il. 












equipment and applications of closed cir- 
cuit tv. (Page 52) 


722/Circle on Readers’ Service Card 
Lithographic Awards Catalog 

. copies of the catalog presenting win- 
ners in the eighth Lithographic Awards 
Competition are offered by the Lithogra- 
phers Natl. Assn. (Page 84) 


723/Circle on Readers’ Service Card 
Verifax Booklet 

. . » Eastman Kodak Co. offers a booklet 
describing its Verifax office copying ma- 
chines. (Page 84) 


724/Circle on Readers’ Service Card 
P.O.P. Benefits 

. . the ways in which point-of-purchase 
displays can help sell a product are 
pointed out in a checklist folder from 
Copeland Displays. (Page 72) 


Postage Stamp 
Necessary 


If Mailed in the 
United States 





*Please print or type information below 


NAME 
Please have the following sent me: 
TITLE 
702 703 704 705 
707 708 709 710 §& comPaANy 
712 713) «714 ~=«=O715 
717 718 719 720 PRODUCTS SOLD 
7 yan 0 CUGae, CT COU aes 
7 727 728 729 # 730 
73\_732__733 CITY & ZONE 





*Note: 
not serviced beyond Oct. 15, 1958. 


inquiries for items listed 


728 /Circle on Readers’ Service Card 
Talking Shopper's Guide 

. « . @ folder from Eastwood Industries Inc. 
describes an electronically controlled pan- 
el system that tells the shopper the loca- 
tion of store products. (Page 98) 


726/Circle on Readers’ Service Card 
V.P.D. Sellectors 

. . « Joshua Meier Co. offers two guides to 
the selection of acetate and Mylar sheet- 
protectors, envelopes, etc. (Page 100) 


727/Circle on Readers’ Service Card 
Film-Controlled Meetings 

... the benefits planned “bite-size” visuals 
from a speech can give are outlined by 
Regan Film Productions Inc. (Page 101) 


728/Circle on Readers’ Service Card 
Convertible Tray 

- « @ convertible serving dish in the 
Melmac dinnerware line by Branchell Co. 
is a premium idea. (Page 47) 


729/Circle on Readers’ Service Card 
Subtle Specialty Pencils 

. Pearce Parkhurst Enterprises offers 
details cn a mechanical pencil that con- 
ceals its ad copy till in use. (Page 48) 


730/Circle on Readers’ Service Card 

Donnelley Service Booklet 

. . » facts on a product merchandising pro- 

gram complete with “live” salesmen are 

offered by the Reuben H. Donnelley Corp. 
(Page 48) 


731/Circle on Readers’ Service Card 
Convention Planning Guide 
. Sheraton Corp. of America has re- 
leased a planning cuide and check list. 
(Page 56) 


732/Circle on Readers’ Service Card 
Vizusell Display Ideas 

. . . details and applications of L. A. Dar- 
ling’s Vizusell Merchandising System are 
shown in an illustrated brochure. (Page 56) 


733/Circle on Readers’ Service Card 
Peg-Tube Material 
. A. L. Lind Co. offers details on a 
versatile perforated exhibit material. 
(Page 56) 
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DAY oR Beall 


Bright and distinctive dealer identi- 
fication is important... regardless 

of the hour! The faithful repro- 
duction of this famous trade- 

mark is the welcome sign to 
motorists who always want 

to “Be sure with Pure.” 

Your own Plasti-Line sign 

program, from creation to con- 
struction, can start the day we receive 


your trademark. There is no obligation! 


vl 


LI 


LTE tm Eee 
Signs Of Success 





* 


Sales Offices 


WHEN SHOULD A STUFFER LOSE WEIGHT ? 


Reducing the weight of an envelope stuffer 
may result in lower postage costs. But it 
may result in lower readership, too. Many 
times a heavier paper can give your mes- 
sage a much more impressive appearance. 
Your printer, lithographer or silk screen 
representative can help you pick the proper 
paper. He’s studied all kinds of stock. He’s 
an experienced weight-watcher as well. And 
with his broad, practical knowledge he can 


Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio e New York e Chicago e Boston e Philadelphia + Atlanta 


save you time and money in many ways. 
So talk with him before you start work on 
any job. 


You'll like working closely with your 
printer, lithographer or silk screener. We 
know because we've done it for years in 
bringing printers the quality papers they 
need to serve you best—the most complete 
line in the world! The Mead Corporation, 
Dayton 2, Ohio. 





